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Senate Report Adds to 


Coca-Cola's Woes: 


Says 5¢ Price Advertising May Be Iliegal 


WASHINGTON, Feb. 2—Coca-Cola 
Co., which a week ago was sued 
by the local Dr. Pepper Bottling 
Co. in Chicago for alleged re- 
straint of trade in holding to its 
5¢ per bottle price (AA, Jan. 29), 
has also become the target of some 
highly critical remarks by the 
Senate small business committee. 
For some time the committee has 
been preparing a report on condi- 
tions in the soft drink industry. 

The bristling report was circu- 
lated recently to all major bottlers 
and bottling groups, but their 
comments on it were considered 
So explosive that the report gen- 
erally is considered “dead.” 

One paragraph of the report 
deals with advertising practices 
in the soft drink field. In it, the 
committee contends that price ad- 
vertising by a national bottler may 
be illegal coercion of local bot- 
tlers, and may also be false adver- 
tising, in the event that the prod- 
uct actually sells above the quoted 
price anywhere. 


es In effect, the report says of 
Coca-Cola's advertising: “The par- 
ent company can suggest a price 
informally, but it must not make 
any attempt to coerce or police 
the retail price per bottle. Under 
the Federal Trade Commission 
Act the national advertising of 
Coca-Cola for 5¢ when Coca-Cola 
sells for more than 5¢ in any 
area may be a form of coercion 
and false representation.” 

More than two-thirds of the na- 
tion’s 6,500 bottlers are either los- 
ing money or barely breaking even, | 
according to the report, and this 
generally is attributed to the at- 
tempt to hold to the 5¢ price. 

Some other conclusions reached 
in the “lost” report were revealed 
in a summary of the small busi- 
ness committee’s 1950 work, which 
was issued in mid-January. This 
report lists three major industry 
problems: 


e 1. Most small bottlers cannot} 
ask more than the classic nickel | 
for a soft drink and compete! 
against bigger bottling companies 
which are subsidized by their par- 

(Continued on Page 8) } 
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WHY WAIT?—Now breaking in the news- 

papers of snowbound eastern cities is 

this first spring od of the All-Year Club of 

Southern California. The ad kicks off the 

drive for tourist business which gets into 

full swing in southern California about 
March 1. 


DiSalle Prefers 
Cost-Plus with 
Historic Markup 


WASHINGTON, Feb. 2—Price Sta- 
bilizer Michael DiSalle hopes to 
come up with an automatic pricing 
formula which will enable hun- 
dreds of thousands of business men 
to determine their own prices and 
price fluctuations once the general 
freeze is thawed. 

Mr. DiSalle is believed to be 
thoroughly sold on a cost-plus-his- 
toric-markup plan for wholesalers 
and retailers. He is flirting with 
the idea of adopting a cost-plus ap- 
proach for manufacturers, too. 

If adopted, the cost-plus system 
would be far more flexible than 


lar and cents prices were pegged 
for millions of items. 


Arno Johnson, 
Nourse Outline 
Dairy Outlook 


Johnson Says Dairy 
Industry Has Failed 
to Achieve Potential 


Kansas City, Feb. 1—The dairy 
industry has an opportunity to in- 
crease the per capita consumption 
of dairy products 36%, according 
to Arno H. Johnson, vice-president 

| of J. Walter Thompson Co. 

| Speaking at the final luncheon 

}session of the National Dairy 
Council’s annual meeting here 
yesterday, Mr. Johnson reviewed 

| data showing the rise in U. S. pro- 

| ductivity and real consumer pur- 
chasing power since 1940 (AA, 
Jan. 29). 

He emphasized the fact that 

| while total real consumer purchas- 

ing power increased 62% from 

| 1940 to 1951 and real purchasing 


power on a per capita basis in-| 


creased 39% from 1940 to 1951, 
per capita consumption of fluid 
milk and cream increased only 
14% in the same period. 


|@ “It seems apparent,” Mr. John- 
son declared, “that the major com- 
ponents of the dairy industry— 
fluid milk and cream and butter— 
| accounting for nearly 80% of total 
|dairy foods consumption, have 
|failed to take advantage of the 
expanding market opportunities 
|inherent in a rising standard of 
living and increased consumer pur- 
|chasing power. This failure to 
|expand the demand should be a 
| basis of major concern and study 
| (Continued on Page 69) 
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OPENING AD—The first of a series of 
pages to run in more than 500 newspa- 
pers for RCA Victor broke on Feb. 4 
to promote the company’s new “Treasury 
of Immortal Performances” albums. 
Famous nomes in music will be used 
throughout the series. J. Walter Thomp- 
son Co. is the agency. 


Wartime Curbs on 


Ad Volume Aren't 


Needed: Kleppner 


New York, Feb. 1—‘“Is there a 
point within the framework of our 
competitive system at which it 
would be socially desirable to curb 
the volume of advertising of a 
product?” 

That’s the question Otto Klepp- 
ner, head of Kleppner Co., New 
York agency, poses for himself in 
an article in the February Har- 
per’s, out tomorrow. 

His answer: No. “The total 
amount of advertising which is 
socially desirable is limited only 
by man’s enthusiasm and sagacity 
in supplying better satisfaction 
with products to more people,” he 

(Continued on Page 69) 


- Last Minute News Flashes 


‘Cincinnati Enquirer’ Sunday Roto Rates High 

New York, Feb. 2—Advertising Research Foundation will release 
Feb. 9 “the biggest newspaper research report ever published,” on the 
248-page issue of the Cincinnati Enquirer of Sunday, Sept. 4, 1950. The 
study discloses readership figures for two national magazine supple- 
ments—The American Weekly and This Week Magazine—plus the 
the old OPA approach, where dol-| Enquirer's own roto magazine, independent comics section and run-of- 


publication pages. The newspaper’s own 32-page roto magazine section 


enjoyed the highest over-all readership of any section of the entire 


Mr. DiSalle is attracted to the! paper, the report shows. Top run-of-publication national ad with men 


. S| Baa Se 5 
y RCA VICTOR RECORDS , . 


| and inequity to business men. 


| cost-plus method because he feels| was a 688-line display for Burger beer in the sports section. Top- 


that price contro] will not survive | ranking ad for women was a 310-line illustrated layout for WLW-T 

in a semi-mobilized economy un-| television programs in the main news section. 

less it is sufficiently flexible to} 

cause a minimum of inconvenience | Marsteller, Gebhardt and Reed Plan Agency 

Cuicaco, Feb. 2—Marsteller, Gebhardt & Reed Inc., new Chicago and 
. = . Pittsburgh agency, will be formed May 1 by E. A. Gebhardt, chairman; 

® The crucial decision will prob. | William A. Marsteller, president, and R. S. Reed Jr., executive vice- 

ably come in the automobile 7 president and Pittsburgh manager. It combines the 33-year-old Chi- 

dustry, where Mr. DiSalle is cago agency of Gebhardt & Brockson and the Pittsburgh office of 

searching for a formula to cover McCarty Co. (West Coast offices of the latter agency are not affected, 

pt materials and wage in- nor are operations of the Marsteller Co., Chicago marketing consultant.) 


The cost-plus approach appears . 

in the reno bo freeze issued | Progressive Network Folds Suddenly : 

last week. In introducing a new! L0s ANGELES, Feb. 2—Progressive Broadcasting System, which had 
product, manufacturers are sup. ambitious plans to form a “fifth national network,” folded suddenly 
posed to compute a price by tak-| yesterday, when Larry Finley, president, planed back from New York 
ing the cost of materials and labor | to announce that anticipated backing had not developed. He is talking 
and adding the percentage markup tO bankers with the hope of revitalizing the organization, and empha- 
customary for similar items. sized that in no event will the organization go into bankruptcy, but 
Wholesalers and retailers compute that all bills will be paid. Largest outstanding obligation is reported to 
prices for new products by adding be a bill for between $15,000 and $20,000 owed to Afra for payment 

of talent used on shows. 


their customary markup to the 
(Continued on Page 4) (Additional News Flashes on Page 73) 
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NAB Formally 
Embraces TV; 3 
| Boards Planned 


BELLEAIR, FLA., Feb. 2—Directors 
of the National Assn. of Broadcast- 
| ers, meeting here this week, took a 
|series of steps designed to speed 
| the transition of NAB into an or- 
ganization encompassing TV as 
| well as aural broadcasting: 

1. The directors proposed to 
change the name of the organiza- 
| tion from National Assn. of Broad- 
casters to National Assn. of Radio 
and Television Broadcasters. 

2. The directors proposed that 
the new organization have three 
boards of directors: A TV board 
of 14; a radio board of 25, and a 
combined board of no more than 
42. 

3. The new organization would 
be administered by a president- 
general manager, and Judge Justin 
Miller would be relieved of the 
administrative functions of the 
presidency and become chairman 
of the board of directors. 


e@ The plan for an autonomous TV 
board is in line with the demands 
of TV broadcasters who, meeting 
in Chicago last month, agreed to 
participate in NAB activities as 
long as they had “autonomy” in 
matters affecting their own medi- 
um. 

The proposed TV board would 
include two “independents”—TV 
broadcasters with no radio inter- 
ests, eight other TV broadcasters, 
and representatives of the four TV 
networks. There is no automatic 
board membership for networks on 
the proposed new radio board. 

A five-man committee, under 
Allen M. Woodall, WDAK, Colum- 
bus, Ga., was appointed to negoti- 
ate a new contract with Judge 
Miller for the new position of 
chairman of the board, and to se- 
lect a new president-general man- 
ager for the association. 


e Meanwhile, the board accepted 
the resignation of William B. Ryan 
as general manager, enabling him 
to become president of the Broad- 
cast Advertising Bureau. He re- 
mains available to NAB in an ad- 
visory capacity for another two 
(Continued on Page 73) 


Calitornia Keglers 
Lose Their Shirts 


Los ANGELES, Feb. 1—A lot of 
California bowlers lost their shirts 
today, as the result of more string- 
ent enforcement of the California 
State Alcoholic and Beverage Con- 
| trol Act relating to advertising. 
| Today is the effective date of en- 
| forcement of a restriction prohib- 
| iting a manufacturer or distributor 

from paying for advertising in a 
licensed establishment, with bowl- 
ing shirts carrying brewery or 
beer names now being considered 
in that category. The ruling en- 
forces a 15-year-old provision of 
the act. 

| There is one out: the shirts can 
be worn if the lettering is hidden. 
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Optical Illusion Takes Place of Sets 


with Vistascope TV Technique 


HOLLYWOOD, 


Feb. 1—Vista-!ience, either 


scope, which offers an impressive| of film, in 

range of sets for television and 

motion pictures through use of an/or scenic site 
r optical device and a_ standard 


8x10” picture of the scene desired, | script. 
is now ready for leasing, through | 
4 the recently formed Vistascope|@ The effect 


Corp. of America 
a The device, an invention of “on” terraces which actually are! 
a French scientist Achille Pierre only photographs, may 
Dufour, is said to provide almost “through” doors or “behind” 


unlimited production scope for or posts, which again are merely 
film makers stymied by limited photographic reproductions. 
staging facilities The photographic setting, how- 
Vistascope is an optical device ever massive complex, 
contained in a simple, box-like simply a picture of the 
2 case which fits snugly in front scene. Example: A sidewalk cafe 
, of the lens of any television or in Paris. In this instance, 


film camera 
actors 


or in an 


Through its use, 
performing on a bare stage 
open 
sented to a television or 


live 


field can be pre- The waiter 


film aud- 


what 


" or by means 


appear to 


settings duplicating any structure 


the world 


quired by the show’s locale and 


created by 


walk 
trees 


desired 


actors 
might be required to appear seat- 
ed at a table in front of the cafe. 
is to emerge from a 
door to serve them. 


The section Which is to contain 
the actors is cut away along the 
lines of objects...a lamp post, 
the awning edge, an ornamental 
foreground tree. The doorway 
which is to house the waiter is 
similarly treated. The photograph, 
with cutouts, is then inserted into 
the Vistascope box. 


@ On a bare stage before the 
camera, the actors actually are 
seated around a small table dupli- 
cating the one in the photo. The 
camera eye “sees” the actors 


lusion, of course. Actors may sit through the cut-out section of the| 


picture, exactly in a prearranged | 
position. The Vistascope focuses 


the image of the live actors on the} 


stage and the image of the photo- | 
graph of the cafe on 
plane, so that it is impossible to| 


detect that one may be 25’ away, | 


the other only a few inches. 
The waiter, hidden from 


the photograph, awaits his cue, 


then steps to a point on the stage} 
which lines him up with the cut-| 
out door of the cafe in the photo-| 


Y ES! Fast - THOROUGHLY + DEPENDABLY! 


Through 3,200 offices, 


in 2,200 communities all over America . . . 


With personnel accuracy-trained in the efficient handling of con- 


fidential facts . . 
prise 
to make local, 


cally often overnight! 


.ata cost low enough to give youa ple asant sur- 
. Western Union is particularly well qualified and equipped 
sectional and national surveys swiftly and economi- 


MARKET RESEARCH ORGANIZATIONS... ADVERTISING AGENCIES 
MANUFACTURERS ... RADIO STATIONS... PUBLISHERS 


WESTERN UNION IS AT YOUR SERVICE TO— 


e check public buying habits and 
brand preferences 


« determine consumer opinion of a 


emake traffic counts 
«bring dealer lists up to date 


company and its products 
«check consumer viewpoints as to 


prices and quality 


emake spot checks of radio and 
television audiences and opinions 


e check retail displays of 
advertising material 


READ WHAT 


CLIENTS HAVE TO SAY* 


C 


A tw d Ge 


THESE SATISFIED 


WESTERN ~ 
S| UNION 


surveys recently conducted by 
Western Union deal with such 
products as— 

DENTAL APPLIANCES * COSMETICS 
RADIO AND TV SETS - 
BREAD - PAINT AND WALLPAPER 
RAZOR BLADES 


) 


= 


market and opinion 


COFFEE 


note by the orders you will receive today under se parate cover 


we are finding your survey service increasingly valuable in our work, as you will 


Never in my radio experience have I seen a survey tabulated as rapidly as 


this one 
compilation 


“ 


k urthermore 


. the survey shows care and consideration in its 


the results of the survey were most gratifying, and the information we 


obtained from the poll is an invaluable aid. It furnished us with accurate information 
we have been unable to secure by any other means.’ 


thank you very much for the excellent service you gave us on our recent 


survey among families in this area 
very short notice, 


Although we requested this survey on 
you furnished it in ample time and did, we feel 


a swel! job.” 


*names on request 


Western Union performs survey work according to your instruc- 
tions and specifications by telephone interview or 
naire delivered by messenger from its many offices. Preparation of 


que: stionnatre: s, 


interpretation of results, and similar 


by question- 


planning and 


evaluation are | ft entirely to the client or his advertising age ncy. 


FOR FURTHER DETAILS — GET IN TOUCH WITH YOUR NEAREST WESTERN UNION OFFICE. 
FULL INFORMATION WILL BE SUPPLIED PROMPTLY. No charge or obligation. 


Or write to Market Research Department, Western Union Telegraph Co., 
60 Hudson Street, New York 13, N. Y. for Folder 6A, on Market Surveys. Free! 


the same) 


the | 
camera by the uncut portion of| 


SAFETY PROVED ON 
THE SPEEDWAY BY 


FOR YOUR PROTECTION 
ON THE HIGHWAY 


| 


restone 
Announces the Worlds First 
BLOWOUT-SAFE PUNCTURE-PROOF, 
TUBELESS TIRE 


Advertising Age, February 5, 1951 


8 gre sew 


YOUR SAFETY 


| NEW TIRE—Firestone Tire & Rubber Co. 


less tire in full-page newspaper ads like this. 


1S CUR BUSINESS AT FIRESTONE 


tube- 
Copy cautions customers that pro- 


introduced its new puncture-proof, 


duction of the tire is limited, and consequently they should buy regular Firestones 


now and trade them in on the tubeless tires when they become available. 


|graph. He then appears in the 
|doorway, advances to the table 
lof actors already in view and 
|serves them. 
|@ In announcing the device, it 
| was declared that “it is generally 
|agreed that television’s insatiable 
| appetite for films, already enor- 
|mous and steadily growing, will 
|necessitate a volume of motion 
| picture production and a produc- 
|tion pace such as Hollywood has 
jnever before known. 
| “Such volume and pace will call 
|for all the producing units avail- 
| able, but it seems unlikely that, 
| with present methods, production 
can be kept up to extravagant 
Foie Production details of 
| necessity must be simplified to 
solve the problem of demand. 
“Vistascope’s simplified produc- 
tion format, affording unlimited 
grandeur and scope in sets, now 
seems a likely prospect to stream- 
|line production and thus contrib- 
ute a large share toward the solu- 
tion of a demand which defies all 
| previous experience in the art of 
|assembly-line entertainment pro- 
duction.” 


s Officers of the Vistascope Corp. 
of America are all established 
Hollywood producers. Sol Lesser 
is chairman of the board; presi- 
dent is Julian Lesser; Barney Bris- 


kin is vice-president; Sam Gru- 
din, treasurer; Morris Pfaelzer, 
secretary. 

Headquarters are at RKO- 


Pathe Studios, Culver City, Cal. 
Two hundred sets of Vistascope 
lenses were ordered from Paris 
last week, for delivery in an esti- 
mated six weeks, following receipt 
of which contracts will be let for 
the manufacture of as many Vista- 
scope boxes. The units will be 
adaptable to either television, mo- 
tion picture or Technicolor cam- 
eras by means of special camera 
mounts devised for each model. 

The company has a French film 
which demonstrates the working 
| of Vistascope, and is now shooting 
| a demonstration film with English 
| dialog. 


TELEFEX ANNOUNCES 
TV FILM PROJECTOR 

HoLtywoop, Jan. 30—A new 
type of portable film projector 
called the Telejector, for use in 
television screenings, editing and 
continuity checking at agencies 
and stations, and in merchandis- 
ing of programs, has been an- 
nounced by Telefex here. 

The unit consists of a standard 
Bell & Howell portable, which 
has been adapted for rear-screen 
projection by Telefex and Harold 
Mayer of the Bell & Howell Holly- 
wood office. By using rear-screen 
projection, it is possible to provide 
a 12” picture on a simulated tele- 
vision set screen. 

The screen case houses the reel 
and a half-hour can of film. 
Machine and screen case loaded 
weigh less than 40 pounds. 

The Telejector uses a Stewart- 
Vesley screen (blackstone pro- 
cess) which has several applica- 
tions. The black screen can be 
used anywhere, without regard 
to room lighting; a maximum of 
contrast, similar to that from live 
or process work, is obtained; and 
the black screen minimizes distor- 
tion and permits a greater number 
of people to view an office show- 
ing. 

The unit is equipped to run on 
slowed motion, allowing more 
detailed observation of the film 
being shown. It can also be used 
as a normal projector when de- 
sired. 


Unfavorable Remarks About 
Coffee Banned in Postum Ads 


General Foods Co. promised the 
Federal Trade Commission Feb. 1 
that its ads for Postum will avoid 
any suggestion that the drinking of 
coffee influences the divorce rate, 
traffic accidents, business fail- 
ures, juvenile delinquency or fires. 
The stipulation was accepted by 
the commission, and the issue was 
settled. 


Hires Names Gorski V. P. 
John F. Gorski Jr. has been 


elected vice-president in charge of 
Phil. 


sales of Charles E. Hires Co., 
adelphia. 
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who keeps 


the baby sitter 
sitting ? 


~~ 


Reape ne 


Modern Romances’ readers are the baby 
sitter’s best customers — and yours! ! 
Nearly three-fourths of Modern Romances’ families 
have children, and 38% have two or more. That’s 


a record that beats all the women’s service magazines, Mode 


and the general weeklies and monthlies as well. 


Modern Romances hand-picks this audience — gives 
you America’s youngest married market, with a 
median age of 23. And, Modern Romances’ new 
12-page Modern Family Section, devoted to 
homemaking and child-rearing, now brings reader 
interest to its highest peak among young mothers 
whose brand preferences are in the process 

of being formed. 

Sell this great young market now through the pages 
of Modern Romances, and your products will stay 


on its shopping list through the many years to come. 


Get the whole story from 


modern romances 


_America’s Youngest Married Woman Audience 
DELL PUBLISHING CO., INC. + 261 FIFTH AVE., N.Y. 16, N.Y. 
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‘Tinless’ Tin Cans 
Near Development 


New York, Feb. 1—*‘Tinless” 
tin cans are being developed by 
American Can Co., and sufficient 
progress has been made, accord- 
ing to W. C. Stolk, executive vice- 
president, to anticipate that 
enough cans will be available for 
perishable foods despite restric- 
tions. 

American Can Co. started re- 
search in 1949 on the development 
of tinless cans. Sufficient progress 
has been made, he said, to an- 
nounce that: 

1. Cans made of tinless steel and 
low tin-bearing solder have been 


made in pilot operations at speeds 
comparable with those at which 
tinplate cans are made. 

2. Production of cans made with 
tin-free solders promises adapt- 
ability for universal use. 

3. Development of tin-free cans 
in which a plastic cement is used 
for side-seams instead of solder 
are now being tested by packers 
of oil and anti-freeze. 


Kastor Gets Thenylhist 


H. W. Kastor & Sons Advertising 
Co., Chicago, has been appointed 
by Thenylhist Co. to handle ad- 
vertising of Liquid Thenylhist, an 
antihistaminic product. Radio and 
newspaper advertising in selected 
markets will be used. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


Published bi-monthly et 20 West Putnam Ave., Greenwich, Conn. 


Winston-Salem’s 
Hunt for Big Clock 
Ends Successfully 


WINSTON-SALEM, N. C., Jan. 29— 
The big clock hunt has ended suc- 
cessfully for all concerned. 

Last weekend, the Twin City 
Sentinel here sent Timothy C. Shea 
in New York one of the wall clocks 
it had offered as a premium in 
1911, plus a modern electric clock 
as a bonus. 

The 1911 clock was found by 
Bradley Welfare, Sentinel em- 
ploye for 52 years and former cir- 
culation manager of the news- 
paper, who came out of retirement 
to conduct the search. (He found 
the clock in the attic of his moth- 
er’s home!) 


es The old clock had never been 
used and doesn’t work, but it’s 
genuine, and was won by Mr. Wel- 
fare’s mother in 1911 by sending 
30 coupons and 1¢ to the news- 


paper. 

Mr. Shea, who works for a com- 
pany in New York that micro- 
filmed old copies of the Sentinel, 
made photostats of the old coupons 
and sent them here with a penny 
demanding a clock. The Sentinel 
accepted the challenge. 

In the search for one of the old 
clocks, eight of the 1911 time- 
pieces were found. Four of them 
were still in use by subscribers. 
None of the owners, however, 
would part with their clocks for 
love or money. 

The Feb. 5 issue of Life will 
carry a spread on the big clock 
hunt that has had Winston-Salem 
agog for nearly two weeks. 


Slater Shoe Names Walsh 

Walsh Advertising Co., Montreal, 
has been named to direct the ad- 
vertising and merchandising of 
Slater Shoe Co. (Canada) Ltd., 
Montreal. Ads for its men’s line of 
shoes will be carried in daily news- 
papers across Canada. The com- 
pany also plans to introduce a 
new line of women’s shoes. 
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THE SORG PAPER COMPANY > Middletown, Ohio 
Manufacturers of Printing and Specialty Papers 


SALES OFFICES AND REPRESENTATIVES IN 


NEW YORK. > 


BOSTON * 
Sf. LOUIS + 


PHILADELPHIA ~- 
LOS ANGELES 


CHICAGO 
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DiSalle Prefers 
Cost-Plus with 
Historic Markup 


(Continued from Page 1) 
price they are billed. 

The automatic system is partic- 
ularly appealing at this time be- 
cause of the adjustments upward 
and downward that are inevitable 
during the coming months to get 
the price structure back into nor- 
mal relationships. Through the 
automatic markup plan, all levels 
of trade would move upward or 
downward with cost, without in- 
tervention by the government pric- 
ing organization. 

This automatic movement would 
be particularly convenient because 
of the need in the immediate future 
to absorb wage increases still to 
come in industries where there 
not been any adjustments 


PRICE OFFICE AND 

COUNCIL MAP PLAN 
WASHINGTON, Feb. 2—Represent- 

atives of the Office of Price Stabil- 


| ization and the Advertising Coun- 


cil met today to map out the first 
price stabilization campaign in 
mass media. 

Tentatively, the plan calls for 
a general campaign to enlist con- 
sumer cooperation. One of the ma- 
jor objectives is to induce con- 
sumers to refrain from demand- 
ing special favors from business 
men. 

As part of the campaign, con- 
sumers would get a list of “do’s” 
and “don'ts” under the general 
theme, “Good Neighbors and Good 


Customers.” At present, the list 
contains six “do's” and _ six 
“don'ts.” 

e Information programming at 


OPS is being handled by William 
P. (Bill) Reed, New York public 
relations consultant, who has 
joined OPS. In addition to rushing 
preparations for OPS's first cam- 
paign, Mr. Reed is staffing the pro- 
gram organization with experts in 
advertising, radio and TV, films, 
and other specialized aspects of 
public relations. 

After ten years in newspaper 
work, Mr. Reed entered public re- 
lations in 1938 as vice-president of 
the Institute of Public Relations, 
on the U. S. Brewers Foundation 
account. 

Subsequently, he was president 
of Ross Federal Research and, more 
recently, had his own public rela- 
tions organization in New York, 
with such accounts as Amm-i-dent, 
Inhiston and Polaroid Corp. 

The Advertising Council has not 
yet announced a task force agency 
on price stabiiization. 

(On “Battle Report” on NBC-TV 
Sunday, Mr. DiSalle will reveal 
a plan for a nationwide network of 
consumer commissions to assist in 
obtaining price compliance.) 


Penny Joins Dental Group 

George F. Penny, for the past 
five years director of new product 
and clinical research for Cook- 
Waite Laboratories, has joined the 
American Dental Assn. as eastern 
advertising representative of the 
Journal of the American Dental 
Assn. and other ADA publications. 
He will make his headquarters in 
New York. 


Transfers Edward O'Connor 

Edward C. O’Connor, in the 
Cleveland office of Beaumont & 
Hohman, has been named manager 
of the agency’s Charleston, W. Va., 
office. 


Rejoins Baker & Baker 

Lloyd Young, after a five-year 
absence, has returned to Baker & 
Baker & Associates, Cleveland 
agency, as vice-president. He was 
formerly district manager of Tell. 
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Does Your 
Government 
Contract require 
Operational, 
Maintenance 

or Training Aids 2. 
call KLING! 


MOTION PICTURES. Documentary and sales train- 
ing films by experienced personnel working with 
the finest physical equipment available including 
mobile units for shooting on location. 


A MODERM BUILDING LOADED WITH TALENT FOR SERVING AMERICAS ADVERT: 


ADVERTISING AND EDITORIAL ART. The largest 
staff of nationally-known artists anywhere is at 
Kling Studios. Every type of work from line 
drawings to full color oil paintings is available. 


OUR THOROUGHLY EXPERIENCED STAFF CAN 
PROVIDE ALL THESE COMPLETE SERVICES 


TRAINING MANUALS 
Writing, layout, illustration, photography, typesetting and 
assembly. 


OPERATIONAL AND MAINTENANCE MANUALS 
Writing, layout, illustration, photography, retouching, ex- 
ploded views, breakaway views, schematic, isometric drawings, 
typesetting and assembly. 


VISUAL TRAINING AIDS 


Design, engineering, development and production of all types 
of Visual Training Aids, animated mock-ups and charts. 


MOTION PICTURE AND SLIDE FIL/IS 


Script preparation, photography, 16mm and 35mm, black 
and white or color, high fidelity sound, stop motion, cartoon 
animation for training and orientation. 


PHOTOGRAPHY AND RETOUCHING 
Black and white and color photography produced in the larg- 
est, best equipped, commercial studio in the nation. 


ART 
Line, wash, mechanical, isometric, schematic drawings, figure 
and action illustrations in black and white or full color. 


PHOTOGRAPHY. Animated, still life, mechanical, DISPLAYS. Kling display designers are not only 
and food, in color or black and white by experts. artists but soundly grounded merchandising men 
Room settings, a completely equipped kitchen, as well... . can handle the complete job from idea 
and stylists are a few of the other services. conception to distribution of the finished display. 


—— 


eee eee eee eee eee ee eee eee eee ee 


TELEVISION. Nowhere else in the Mid-West are SLIDE FILMS. Sales training and promotion films 


the television facilities that Kling’s have. Pack- expertly produced and planned by a staff who 
age shows or commercials originated for you or have had years of experience in this field. Esti- 
developed from your ideas in all techniques. mates furnished in either color or black & white. 


KLENIG studios 


CHICAGO: 601 N. FAIRBANKS COURT «+ DE 7-0400 
NEW YORK: 51 EAST SIST STREET © EL 5-7336 
DETROIT: 1928 GUARDIAN BUILDING™ +» WO 1-2500 
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Grand Union Promotes Two 


Grand Union Co., New York, 


U. S. Navy’ Does 


chain stores, supermarkets, has Not Have Official 


named Emerson E. Brightman as 
assistant to Hugh J. Davern, vice- 
president in. charge of merchan- 
dising Kellog G. Birdseye has 
been appointed head of the 
search department, replacing Mr 
Brightman 


| 


, 


COPY AND 
CONSULTATION 
FOR AGENCIES 


13 WEST 577 STREET NEW YORK 19 PL 7-6616 


| Status, Says FTC 


WASHINGTON, Jan. 29—The Fed- 


eral Trade Commission charged 
today that publishers of United 
States Navy Magazine, Washing- 


ton, falsely imply that their pub- 
lication has official status 

The commission protested ad- 
vertising sales approaches of the 
publication. FTC said the pub- 
lishers profess those who refuse 
lacking in patriotism or are 
indifferent to men in service. FTC 
says no part of the proceeds from 
advertising go to any organization 
or division of the Navy 


are 


Will Promote Trade Fair 


The Canadian International 
Trade Fair, through Walsh Adver- 
tising Co., Toronto, will launch a 
campaign in trade publications to 
attract buyers to the 1951 Trade 
Fair. The campaign will run during 
February, March and April. 


IN THE SOUTHWEST—New officers of the Southwestern Assn. of Advertising Agencies, 


elected Jan. 20 in Dallas, are (left to right) 


Paul Lago, Lago & Whitehead Co., 


Wichita, vice-president; George Knox, George Knox Advertising, Oklahoma City, 
president; and J. Richard Brown, Southwestern Advertising and Marketing, Dallas, 


Mey-Con to Posner-Zabin 

Posner-Zabin Advertising, New 
York, has been appointed agency 
for Mey-Con Inec., to promote 
Astrol Formula D. Advertising in 
pet publications is planned. 


oe 


7 


executive secretary and treasurer. 


Two Appoint Fein Agency 
Nathan Fein Advertising, New 
York, has been named agency for 
Century Projector Corp. and D. H 
Neumann Co., boys’ accessories 
manufacturer, both of New York. 


| In Washington, D. C. 


to sell the most... 


you 


must use the Post 


... customer coverage* 


holds the answer... 


ask the Post to prove it! 


* Our representative will gladly show you the simple solution 
to what has previously been a complex space buying problem 


—how best to translate circulation into sales in the growing 
Metropolitan Washington market. These powerful new facts 
—"7 Answers to Customer Coverage™—all point to the same 


conclusion. It takes only a few minutes to show. Contact our 


representative today! 


¢ Washington Post 


Represented by Sawyer, Ferguson, Walker Company —George 
D. Close, Inc. (Pacifie Coast)—Metropolitan Sunday Newspapers 


‘| normal 
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Meck Sees Market 
for 8,000,000 TV 
Receivers Yearly 


Cuicaco, Feb. 1—The television 
industry will have a normal mar- 
ket for 8,000,000 sets a year and a 
dollar volume of more than 3 bil- 
lion dollars, John S. Meck, presi- 
dent of John Meck Industries and 
Scott Radio Laboratories, told a 
meeting of the Alumni Assn. of 
Illinois Institute of Technology 
here today. 

This dollar volume, Mr. Meck 
said, will be over the industry's 
record breaking total in 1950. He 
predicted that eventually 30,000,- 
000 families will own TV sets, and 
many families will own more than 
one. Adding to this the number of! 
sets in public places, the total sets 
in use will be about 40,000,000, he 
said. 

If these sets are replaced once 
every five years, there will be a 
domestic demand for 8,- 
000,000 receivers, Mr. Meck.pointed 
|} out. And this will be well in ex- 
| cess of the 7,400,000 sets produced 
|} last year. Since future sets will 
have larger screens, the dollar vol- 
ume will be considerably higher, 
he said. 


‘Schedules Color TV 
‘Hearing for March 


WasHInoTon, Feb. 1—The Senate 
smal! business committee has ten- 
jtatively scheduled a hearing on 
| color television for some time in 
mid-March. 

The committee has issued a re- 
port indicating that it is generally 
| sympathetic to the handling of the 
issue by the Federal Communica- 
|tions Commission. At the time it 
| promised, however, to continue its 


study of the problem (AA, Jan 
22). 
| While the committee’s report 


denied that adoption of CBS color 
made present .sets obsolete, or 
precluded further progress, some 
senators apparently were not en- 
| tirely satisfied 

|} Sen. John Sparkman (D., Ala.), 
| committee chairman, has not an- 
| nounced a date for the hearing. 


| Pip Adds Six Magazines 
to Measurement Service 


Publishers Information Bureau, 
New York, last week added the 
following magazines to its meas- 
urement service: Better Living 
(first issue May); Everywoman’s 
| Magazine; Modern Industry; Per- 
sonal Romances; Small Homes 
Guide, and Town & Country. 
During 1951, PIB will measure 
88 general magazines or groups, 
six national and regional farm 
magazines, and eight magazine or 
comic sections of Sunday news- 
papers. It estimates it measures 
considerably more than 90% of all 
magazine advertising. PIB net- 
work radio and TV reports will 
be published monthly, but TV 
class totals will be published in 
1951, monthly as in radio and 
| magazines. PIB will publish its 
annual expenditure report, “Na- 
| tional Advertising Investments in 
| 1950,” shortly after March 1. 


Free & Peters Adds Three 

Free & Peters, radio-TV station 
| representative, New York, has ap- 
| pointed three salesmen to its TV 
| staff. They are: John Serrao, pre- 
viously CBS sales service manager 
|in Hollywood, to Free & Peters’ 
| Hollywood office; Lon King, of 
| KNBC, San Francisco, to the rep- 
resentative’s San Francisco office, 
and Keith McKenney, formerly 
with WWJ-TV, Detroit, to the 
Detroit office. 
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7% MILLION PEOPLE ARE HOME 
WHERE HOUSEHOLD MAGAZINE 
GOES. 

Home. They eat at home, play at home, 
entertain at home. That's how it is in the 
Household market: the booming communi- 
ties of 25,000 and under. 


YES 


| 


And that’s how it is in Household... 


home from cover to cover... food, child 
care, building, gardening. 

If you're selling to the home, what more 
could you ask—home editorial, for home 
families,* in the home towns of America! 


*76% home owners! 


HOUSEHOLD HITS HOME 


HOUSEHOLD Magazine 


Capper Publications, Inc. 
Topeka, Kansas 
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‘Washington Post’ 
Dedicates 7-Story. 
$6,000,000 Building 


WASHINGTON, Jan. 29—The 
Washington Post dedicated its new 
seven-story building here yester- 
day with an open house for its 
employes. 

Defense Secretary George Mar- 


529 MAIL ORDER ADS 
in JANUARY ISSUE of 
Profitable Hobbies! 


Count 'em...every ad 
keyed for direct, traceable 
results! If you haven't dis- 
covered the remarkable 
pulling power of this mail 
order magazine gold mine, 
get orders! | PROFITABLE HOBBIES 

People save] write at once for sample 
! | copy and low rates. Circu- 
lation: 100,000 ABC Get 
the facts now ... write 


PROFITABLE HOBBIES 


728 HOBBIES BUILDING, KANSAS CITY 16, MO. 


QO 


PULLS 3 YEARS! 
Even after 3 
years we still 


Elsa Frissel!, 
Houston. Texas 


shall, as dedication speaker, said 
that “an independent newspaper 
is one of the most delicate instru- 
ments in America’s arsenal for 
freedom. 

“This is a free and democratic 
country,” General Marshall said, 
“and will continue so because we | 
enjoy the advantages of free and | 
responsible newspapers produced | 
under the American system of free | 
enterprise.” 

A special 26-page supplement 
issued by the Post last week cele- | 
brated the event. The supplement 
contained articles by all depart-| 
ment heads outlining their part in 
the production of the paper. The 
role of the national, retail and) 
classified advertising departments | 
was fully described. | 

Last Sunday the Post distrib- | 
uted a special cartoon section pro- 
duced in cooperation with the Ham 
Fisher organization, in which the 
comic strip character Joe Palooka | 
“toured” the new building, ex- 
plaining its features and “intro- 
ducing” prominent members of the 
Post staff. 


Senate Report Adds to Coca-Cola's Woes: 


(Continued from Page 1) 
ent organizations, and thus able to 
absorb operating losses resulting 
from selling drinks at a nickel. 

2. While prices are held at 5¢ 
for approximately half the bottlers, 
the costs for all bottlers have gone 
up more than 100%. A _ bottler 
in 1940 could buy a glass bottle 
for 2¢; now it costs more than 
5¢. A new delivery truck has in- 
creased from $800 to $1,600, mini- 
mum; wooden crates from 37¢ to 
78¢; sugar from 4¢ per pound to 
8¢ and higher. If prices are frozen 
by the Economic Stabilization Ad- 
ministration, an estimated one- 
fourth to one-third of the bottlers 
will be forced to close up. shop 
unless they are allowed some ad- 
justment. 

3. The deposit structure of the 
soft drink industry also puts the 
bottler on the losing side of the 
ledger; deposits are still 2¢, with 
a replacement value of 5¢. Thus, 


‘Says 5¢ Price Advertising May Be Illegal 


for every unreturned bottle, the 
bottler loses 3¢ and, on the aver- 
age, one bottle in every case of 
24 is unreturned. Thus, for every 
case sold, the bottler automatically 
drops 3¢ from his profit column. 

The small business committee 
says it plans to continue its in- 
vestigation. 


@ The Chicago suit filed by Dr. 
Pepper is said to have its origin 
in the committee's investigation. 
Committee investigators looked in- 
to reports that company owned or 
controlled Coca-Cola plants were 
losing money, and a complaint 
is understood to have been filed 
with the Department of Justice, 
charging violation of the anti- 
trust laws. 

It is generally known in the bot- 
tling trade that Coca-Cola's Pitts- 
burgh plant has been losing money 
for some time. The Wall Street 
Journal, in its Jan. 4, 1950, issue, 


any other 


is a “must” 


on any and all 


we don’t cover “Detroit” 


and neither does 


Detroit newspaper. 
This market is divided 


HALF and HALF 
—that’s why 
The Detroit Times 


advertising schedules 
destined 


for the Detroit area. 


You're missing something 
if you miss The Detroit Times 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


Advertising Age, February 5, 1951 


carried a story about the closing 
of this plant “due to certain con- 
ditions that affect operations.” The 
plant reopened a few months later. 
The plant reportedly lost more 
than $70,000,000 during the first 11 
months of 1949. 


s Coca-Cola Bottling Co. of Chi- 
cago also lost money in 1950, coun- 
sel for Dr. Pepper said, and one of 
the allegations made by Dr. Pepper 
is that the Chicago company and 
the parent company have con- 
spired to keep the price in the 
Chicago area at 5¢ in order to 
suppress competition, and were 
willing to take a loss if necessary. 

A spokesman for Dr. Pepper in 
Chicago told AA that Coca-Cola 
importuned consumers not to buy 
from retailers who charged more 
than 5¢ by having a well-known 
local commentator on one of its 
radio programs last summer say, 
“If a storekeeper charges you more 
than 5¢ for a Coke you are being 
overcharged—go somewhere else 
and buy it.” This approach was 
discontinued because of increasing 
dealer resistance, he added. 


@ Officials of the Coca-Cola Co., 
both in Chieago and New York, 
said they had no comment to make 
on the Dr. Pepper suit, and added 
that it was “very unlikely” that 
a statement will be issued in the 
future. One officer in New York 
said that it was the company’s 
policy to “sit tight” in such situa- 
tions. It has 20 days in which to 
file an answer to the complaint. 

A check of other major bottlers 
in the Chicago area revealed only 
one or two that were willing to 
discuss either the lawsuit or the 
Senate committee’s report. Com- 
ments ranged from one bottler who 
said, “This is Dr. Pepper’s suit, 
not ours,” to another who said, 
“We're not saying anything—we 
don’t have any trouble with Coke!” 

All bottlers checked reported 
selling their product at 96¢ or more 
per case, which would leave Coca- 
Cola as the only one in this area 
still selling at 80¢ per case of 24 
bottles. 

One bottler told AA that it had 
tried to compete with Coke at the 
80¢ price, but finally had to go to 
96¢ to keep from losing money. 
This same company said it thought 
Coca-Cola had a slightly lower 
selling cost than most bottlers, but 
wasn't sure just why this was so. 


es An interesting aspect of the Dr. 
Pepper vs. Coca-Cola lawsuit is 
that the attorney for Dr. Pepper, 
Thomas E. McConnell, success- 
fully argued an important, prec- 
edent-setting anti-trust suit in- 
volving the motion picture indus- 
try several years ago. 

He was attorney for the Jackson 
Park Theater in Chicago when that 
theater sued Balaban & Katz, large 
local movie chain, and all the ma- 
jor motion picture producers, for 
tying up new movies through a 
“block booking” system, thus pre- 
venting smaller neighborhood 
theaters from getting pictures 
until the chain houses finished 
with them. 

This case was decided in favor 
of Mr. McConnell’s client, and the 
B&K chain was restrained from 
holding a first-run picture at one 
of its downtown theaters for more 
than two weeks. 

Mr. McConnell also is attorney 
for the Dean Milk Co., Chicago, 
in a $15,000,000 anti-trust suit 
against American Processing & 
Sales Co. (Hawthorn-Mellody 
milk), Bowman Dairy Co., Borden 
Co., and several other dairy com- 
panies. The suit, which has not 
come to trial as yet, charges the 
defendants with fixing prices in 
an effort to eliminate competition. 


Royal Metal Buys Factory 

Royal Metal Mfg. Co., Chicago, 
has purchased a new factory in 
Los Angeles for the production of 
metal furniture. 
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ROOSEVELT TAKES THE OATH: NOW LEGALLY PRESIDENT 


DEATH WAS CAUSED 
BY BLOOD POISONING 
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} BULLET Hi HAS not BEEN FOUND 
; FUNERAL AT WASHINGTON 
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for FIFTY 


Since 1900 


For fifty consecutive years the ST. LOUIS POST- 
DISPATCH has been first in advertising in St. Louis. 


The lead in advertising has increased through the years 
— 1950 established new records in advertising volume 


and advertising leadership. 


The POST-DISPATCH now regularly publishes more 


than half of all St. Louis newspaper advertising. 
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ROOSEVELT'S RAPID TRIP 
SPEEDING TO BUFFALO 
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Was it in the daytime when she was alone 

and could plan her day’s shopping? Was it the 
time of day when she was open to your 
marketing suggestions? Did you tell your story 
in the morning or early afternoon, 

while shopping lists were tentative? . . . 

If you didn’t, you can. Because more 

people watch WCAU-TV at this time 


of day than any other Philadelphia station *. 


Advertising impressions are shopping reminders, 
and Mrs. America is the household’s 


daytime purchasing agent. 


Get to the buyer before she gets to the store. 
Remember, the best way to see that the 
lady carries your product out is to see that 


she carries it in—on her shopping list. 
*ARB 


WO-TY 


The Philadelphia Bulletin Television Station 
CBS affiliate 


Represented by Radio Sales 


These advertisers use WCAU-TV now : 


ABBOTT'S DAIRIES, INC. 
AMERICAN CHICLE 

AMERICAN STORES 

BEAUMONT CO. (4-Way Cold Tablets) 
BIRDSEYE FROZEN FOODS 

BOOTH BEVERAGE CO. 

' BOSCO 
CALIFORNIA LIMA BEANS 

CANNON MILLS, INC. (Sheets) 
CHUNK-E-NUT 

E-2 STARCH 

FRANK & SEDER DEPARTMENT STORE 
HORN & HARDART RESTAURANTS & RETAIL SHOPS 
JOHN WANAMAKER DEPARTMENT STORE 
LIT BROTHERS DEPARTMENT STORE 
MONTCO COFFEE 

MY-T-FINE DESSERTS 

NATIONAL BAKERS, INC. (Hollywood Bread) 
PENNA. LAUNDRY CO. 

PICTSWEET FROZEN FOODS 

QUAKER OATS (Aunt Jemima) 

QUAKER SUGAR 

ROBERTS PACKING CO. (Pork Products) 
SOS COMPANY 

SUNSHINE BISCUITS 

SWEL 

VICKS CHEMICAL CO. 

WHEATENA 


Send for the brochure, 


“HOW BIG IS TELEVISION IN PHILADELPHIA?” 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 


Issued every Monday by Advertising Publications, Inc., 200 E. Illinois St., Chicago I! 
(DE 7.1336), It E. 47th St.. New York (MU 8-0073), National Press Bidg., Washington 
4, 0. C. (Re 7659). G. D. CRAIN JR., president and publisher. S. R. BERNSTEIN, O. L. 
BRUNS, vice-presidents. C. B. GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Publications, National 
Association of Magazine Publishers, Advertising Federation of America. 


ADVERTISING 
Advertising Director, Jack C. Gafford 
Manager Sales ond Service, G. D. Lewis 
Managing Editor, Robert Murray Jr. Advertising Production Manager, George 
Washington Editor, Stanley E. Cohen F. Schmidt 

Associates. New York: Maurine Brooks New York: O. O. Block, Halsey Darrow, 


Christopher, Charles Downes, James V meng |< — cane John P. Candia, 


EDITORIAL 
Editor, S$. R. Bernstein 
Executive Editor, John Crichton 


O'Gara, Lawrence Bernard. Chicago: . 
Murray E. Crain, Emily C. Hall, Jeanne Chicago: O. L. Bruns, Western Advertis- 
Staff, Bruce M. Bradway, Jorlath J ye Rea 5 Aa 4 Johnson, E. S. Mansfield, 
Grahom, C. P. Richman. le 

" : A 14): Si “Reilly Ltd., 
Editorial Production, F. J. Fanning, Lois — Wr clenln %, § Welter i: 


Altemeier 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities 


Pacific Coast Manager. 


San Francisco (3); Sim -Reilly Ltd., 
703 Market St., Wm. Bloir Smith, Mgr. 


1S cents a copy, $3 a year, $5 two yeors, $6 three years in U. S., Canada and Pan 
America. Foreign $4 a yeor extra. Four weeks’ notice required for change of address. 
Frank W. Miles, circulation director. 


A Broadening of the Advertising Base 


The figures on the advertising agency business from the 1948 Cen- 
sus of Business, reported in these pages in detail last week, contain 
much of interest and significance to the advertising field. 

§ Notable is the fact that the number of agencies, according to the 
Gensus Bureau, has doubled since 1939, from 1,628 that year to 3,279 
in 1948, and that gross receipts of $395,000,000 in 1948 were more than 
bur times as large as the $97,000,000 figure of 1939. 
| Also notable is the trend toward diffusion of the advertising agen- 
cy business throughout the country—a fact which will confound many 
vertising people who have felt that the business was becoming more 

d more concentrated in one or two areas. The census shows that 

ereas the two states of New York and Illinois accounted for 61% 

all agency receipts in 1939, these two states toted up only 57% of 
total agency receipts in 1948. Furthermore seven states—New York, 
THlinois, Michigan, California, Pennsylvania, Ohio and Missouri—ac- 
e@unted for 88% of all agency receipts in 1939, but oniy for 82% in 
1948. New York’s share of the business fell from 45.3% in 1939 to 
40.8% in 1948, while Illinois increased from 15.4% to 16.8%, and Mich- 
igen, in third place, fell from 8.2% to 6.5%. 

Employment in the advertising agency business, the census shows, 
h&s more than doubled since 1939, standing in 1948 at 38,739, plus 2,- 
469 proprietors of unincorporated businesses—a total of about 41,200. 

‘From these figures, one might say that the agency business is in 
good, sound shape. It is growing in size and importance, it is spread- 
img a little more evenly over the land, and its growth potentials are 
good. 

But it ought also to be pointed out that the cold, analytical census 
figures demonstrate with considerable force a fact which many seem 
to forget—that the advertising agency business is, and always will 
be, a relatively small business both in terms of its “sales volume” or 
net receipts (in contrast to its billings) and in terms of the number 
of people employed in it. 

Receipts of $394,872,000, and total employment of 41,000, do not 
make a major industry in the ordinary sense. Any reader can quickly 
name a dozen individual companies—let alone industries—whose fig- 
ures on sales and on employment far exceed those for the whole ad- 
vertising agency field. 


The Court Sets the Policies 


Unique among merchandising cases which have hit the courts re- 
cenuy (and there have been an unusually large number) is the Dr. 
Pepper suit against Coca-Cola Co. and its Chicago bottler, filed in U. 
S. district court. It asks $750,000 damages, on the interesting assertion 
that Coca-Cola's efforts to maintain a 5¢ price constitute unfair com- 
petition. 

Since 1948, the suit alleges, Coca-Cola has been trying to force store 
owners in the Chicago area to sell Coke for no more than 5¢, on the 
threat that supplies would be withdrawn from stores which did not 
cooperate. This, says Dr. Pepper, has caused it (Dr. Pepper) a loss of 
$250,000 in an attempt to compete in the market. 

Although the suit accuses Coca-Cola of selling at “less than cost,” 
the quoted figures do not seem to bear out this contention in a literal 
sense, and the essence of the case seems to be to collect damages be- 
cause Coca-Cola’s low price makes competition difficult. 

Whatever the outcome of this and other suits upon which we have 
commented recently, it seems clear that more and more merchandis- 
ing battles are going to be fought in the courts instead of the market- 
place. We wish it were the other way around. 
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—Chicago Daily News 


Voice of the Company 

As a company grows, control of 
the firm’s letter writing becomes 
increasingly difficult. More and 
more people must be depended up- 
on to write letters. What they say 
in letters is really said in the 
“voice” of the company. But at the 
day’s end there is no time to scrut- 
inize outgoing mail so as to be 
sure it’s all right... 


ture earnings to the extent of| 
possibly $50 billion buying houses, 
automobiles and all kinds of goods. 
Since last June there has been a 
new buying wave—this time based 
on fears of shortages. In conse-! 
quence of all the various fears, we | 
have become a nation of hoarders, | 
stocking up on foods of all kinds, | 
soaps, clothing, cotton goods, in 
fact getting rid of cash as rapidly | 


Advertising Age, February 5, 1951 


| Rough Proofs 


Engravers reading the sage ad- 
vice of the Washington Advertis- 
ing Club that “type, properly used, 
can make the extensive use of zinc 
unnecessary,” think they can see 
the shadow of technological unem- 
ployment. 


. 

London Beef Pie is being pro- 
moted jointly by Pillsbury and 
Hormel, and the only sad feature 
is that it probably won't be en- 
joyed by very many Londoners. 


+ 
The 5¢ bottle of Coca-Cola is 
about the last remaining strong- 
hold of the once popular nickel, 
and Dr. Pepper says even that 
should be abolished as unfair to 
competition. 
+ 
Looks as if our advertising may 
be a little more powerful than our 
selling, as Ear] Haines reports that 
nearly half of the customers walk 


| out of the stores without buying. 


| Women, says the E. F. Schmidt 


What They're Saying | 


Co., want to be known as sophis- 
ticated or provocative. 

They have come to the conclu- 
sion that it’s the siren that gets 
the sire. 

o 

Einson-Freeman is interested in 
a salesman who wants to know 
why people stop, look, listen, smile, 
frown, buy. 

He’s probably got a job now in 
a radio or television program de- 
partment. 

. 
“Sells junk on TV,” says the 


It will be found that the same bad | as possible for goods selling at the! headline, but don’t be so quick to 


habits show up pretty regularly in 
each man’s mail. Anyone’s letter- 
writing faults usually follow a pat- 
tern in which specific faults are 
repeated. When these are spotted, 
futher repetition can be avoided. 
An informal cataloging of faults 
provides a basis for teaching the 
correspondent how to avoid them. 
This routine alone can decidedly 
improve the quality of the com- 
pany’s correspondence. 

At least occasionally, the ex- 
ecutive who has taken on the job 
of improving his firm’s letters can 
take time to rewrite completely 
a faulty letter, so as to show that 
it is possible to present the same set 
of facts in much more convincing 
and acceptable form. 

At least now and then, an in- 
formal contest can be conducted, 
and prizes offered for the best iet- 
ter based upon some typical situa- 
tion which arises in business cor- 
respondence. 

With letters the “voice” of the 
company, it’s worth while to try 


|to exercise some sort of control 


} 


over what is said. 
—‘“Dental Business,” January, 1951, 
published by Oral Hygiene Inc. 


Some Dumping of Goods? 

The present economic position 
of the country is largely the re- 
sult of fears of all kinds—fears of 
shortages of food, clothing and 
other necessities of life, fears of 
shortages of automobiles and other 
goods which have become almost 
necessary to existence in this coun- 
try, fears of lack of housing, de- 
preciation of the currency. 

For three or four years after the 
end of the war, people were using 
their savings to buy goods which 
were unobtainable during the war; 
for the past several years under 
the liberal credit terms being 
granted, they mortgaged their fu- 


highest prices in history and for 
which there is likely to be no im- 
mediate need. In fear of deprecia- 
tion of the currency, others are 
hoarding high priced stocks. 

To what extent goods have been 
hoarded in expectation of resale 
at considerably advanced prices, 
will become evident with the es- 
tablishing of price ceilings; there 
will then be no purpose in continu- 
ing to hoard goods and commodi- 
ties and excess holdings will un- 
doubtedly come to market. .. 

It might be well to remind our- 
selves that cash is still a very 
valuable commodity and few peo- 
ple make profits by buying stocks 
after prolonged rises, especially 


jump to the conclusion that the 
story is al] about the contents of 
the program. 
e 

Psychiatrists are beginning to 
study the symptoms of frustration 
evidenced by televiewers who find 
scrambled images and sounds 
emanating from the channel re- 
served for Phonevision customers. 


. 

“Does it pay to be a blond?,” 
asks Quick. 

Manufacturers who have made 
it possible for the gals to achieve 
their ambitions in this respect in- 
sist that it does. 

- + 

“Man needed,” advertises a pub- 


when new commitments face a six | lisher. “Must be sales-minded edi- 
month holding period from this| tor with proved ability in making 
level. What the public fears sel-| advertiser contacts.” 


dom comes to pass and now they 


And he should be able to do his 


are quite certain we are going to| editorial chores in his spare time. 


have shortages and that the infla- 
tion will continue. If there is one 


+ 
The only trouble with the idea 


thing we can be sure of, it is that! of lending Arthur Godfrey to the 
we will continue to have a sound! Navy for a spell is that it is prov- 


currency. | 


—Jan. 25 “Market Position” letter for 
Mitchell, Hutchins & Co., by Vincent 
Morrison. 


Training Salesmen 

How much training does Mr. 
Average Salesman get after he is 
hired? I’m inclined to think that 
he receives practically nothing, but 
is expected to acquire through some 
form of osmosis the ability to make 
Mr. and Mrs. Customer spend more 
money on our particular products. 
I wish there were some way to tell 
just how many dollars we lose be- 
cause we haven't helped Mr. Aver- 
age Salesman become really ef- 
fective. 

—From talk by W. A. Neville, Great- 

West Life Assurance Co., to the Win- 


nipeg Sales and Advertising Club, Jan. 
8, 1951. ' 


ing to radio and television spon- 
sors that there’s a marked shortage 
in the available supply of Arthur 
Godfreys. 

* 

The good will values of the lead- 
ing cigaret brands, insists Twen- 
tieth Century Fund, rest “on the 
costly reiteration of unverified 
claims of superior quality.” 

Some simple souls undoubtedly 
think that people who smoke cig- 
arets have done their own verify- 
ing. 

. 
Last year Iowa sows, reports 


| Wallaces’ Farmer, raised two and 


a half pigs for every man, woman 
and child in New York City. 
And quite a lot of them found 
their way into subway trains. 
Copy Cus. 


- 


12 a es 
ie : eee: +: cama me ’ Se | 
Po pate | | | LI Fr | 
at 
1 Sin 
: po 5) es | 
; i) Lonel Op “ 
ee | ae he : 
ed e Ms 
ee f iit) HO 
, S$ L_] Loa €8 
| : = | 
| — | 
| ttl ee] 
: | | 
‘ | | 
; | il a 
y “A 4 | Pt | . 
? ee | | |_ a | | | 
as | 1 
ee SS alle 
7 ee eM si itsidz 
: ee : 
~4 
q 
a 
y 
oe 
oq 
“a t 
t | 
a 
i f 
; ee | | 
SS — 
| ee 
: _____— 
ae ' 
‘ a 
: 
ro ae 4 “ z : Pee ic co ee . | he , 


sy —$—$—— = 


THE INQUIRER PUBLISHED 

THE LARGEST VOLUME OF 
DEPARTMENT STORE ADVERTISIN 
IN PHILADELPHIA 


... amounting to 8,350,000 lines... this is 


FIRST in tora 


ADVERTISING 


The Inquirer—in 1950—pub- 
lished more than 36,000,000 
lines of advertising . . . the larg- 
est volume ever published by 
any Philadelphia newspaper... 
representing a leadership of 
5,640,000 lines over the 2nd 
newspaper. 


— 


the largest volume of department store 
advertising ever carried by any Philadelphia 


newspaper—the largest gain in 1950. 


FIRST iw retain 


ADVERTISING 


The retail advertising volume 
of 19,680,000 lines in The 


Source: Media Records. 


FIRST in nationat 


ADVERTISING — 


The 7,545,000 lines of na- 


Inquirer is 1,960,000 lines 
greater than the 2nd newspaper 
and is the largest volume ever 


tional advertising published in 
1950 is the largest volume ever 
carried by any one Philadelphia 


published in Philadelphia. newspaper in any one year. 


Now in its 1th 
Consecutive Year of Total 


dvertising leadershi ) : : 1 
comic” Che Philadelphia Pnguirer 


Philadelphia Prefers The Inquirer 


Circulation: Daily—678,061—Sunday—1,i26,901 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., - 


Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1.7946 © 1127 Wilshire Bovlevord, Los Angeles, Michigan 0578 
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How America Ranks 
Magazines 


The First 10 Average Circulation 
Magnes — dan Sept. 1950 
- LIFE 5,351,630 
2nd Ladies’ Home Journal 4,543,856 
34 | Woman’s Home Companion | 4,060,614 
4th Saturday Evening Post 4,036,246 
5th McCall’s 3,817,188 
gt Woman’s Day 3,756,938" 
7th Better Homes & Gardens 3,472,538 
8th Look 3,178,343 
Qth Collier’s 3,136,013 
10% American Legion 3,027,896" 


Source— ABC—Net Paid, including bulk. 
*January-June 1950. (Latest available figure.) 
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How Business 
National Media 


The First 10 
Advertising 
Media 


Medium 


Total Investment 
by Advertisers 
(Jan.-Dec. 1950) 


1* 


LIFE 


$80,365,507 


2nd 


CBS-Radio 


70,744,669 


3rd 


Saturday Evening Post 


63,180,611 


Ath 


NBC-Radio 


61,397,651 


5th 


ABC-Radio 


35,124,625 


gth 


Time 


23,793,870 


7th 


Ladies’ Home Journal 


22,485,163 


Sth 


NBC-TV 


21,185,812 


Qth 


This Week 


20,328,167 


10 


Better Homes & Gardens 


19,631,228 


The next ten national media rank as follows . . . 11th: Look, $17,765,110—12th: Collier's, 
$17,397,066— 13th: American Weekly, $17,133,298— 14th: MBS-Radio, $16,091,977— 15th: Good House- 
keeping, $15,373,242— 16th: CBS-TV, $12,797,556—17th: Woman's Home Companion, $11,775,230— 


18th: Newsweek, $10,184,717— 19th: McCall’s, $9,940,858— 20th: C 


» $8,785,551. 


Source— Publishers’ Information Bureau (Gross Figures). 
Radio and Television figures are for network time only. 


FIRST IN MAGAZINE CIRCULATION 
FIRST IN READERS 
FIRST IN ADVERTISING REVENUE 
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Over a 
1,000,000: 
prospects 

... all proprietors! 


Every Elk owns a piece of Elks Magazine. 
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The growth of Elkdom—now at its 80-year peak of 
membership and influence—would not have been pos- 
sible without this powerful monthly liaison. 


The same editorial pipeline to Elks that has knitted 
Elkdom so closely together is offered to the advertiser 
of every worthy product—and at a surprisingly low 
cost. Ask us for all the facts on this selective mass 
market of 1,000,000 mature men. 


Mh 
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MAGAZINE 


New York + Chicago + Los angele . Detroit - Seattle 


Stokely-Van Camp Names 
| Robins; Promotes Five 


Stokely-Van Camp Inc., Indian- 
| apolis, has named John A. Robins 
|executive assistant to the presi- 


dent. Prior to joining the company, | 


Mr. Robins was a partner in Rob- 
ert Heller & Associates, manage- 
ment engineering consultant. H. A. 
| Hebberd Jr., formerly in charge 
}of Van Camp sales promotion, has 
| been promoted to sales promotion 
| manager of the company. 
| TT. C. Alexander, with the com- 
pany in various sales management 
assignments, has been promoted to 
| sales manager of the Stokely divi- 
| sion. H. R. Warren Jr. has been 
promoted from assistant to the 
|Vice- -president to Van Camp sales 
manager. W. N. Snider has been 
promoted from divisional sales 
manager in Kansas City to as- 
sistant Stokely sales manager. R. 
S. Richey, former assistant to the 
vice-president, has been promoted 
| to assistant Van Camp sales man- 
ager. 


Science Research Publishes 
2 Training Aids on Writing 
| Science Research Associates, 
| 228 S. Wabash Ave., Chicago, has 
published “Reading-Ease Calcula- 
tor,” a color wheel that measures 
just how readable your writing is. 
The calculator was developed by 
}the employe research section of 
General Motors Corp. to help its 
house organ editors to write more 
clearly. 

Packaged with it is a new book- 


let by Dr. Rudolf Flesch, “How 
to Write Better.” The price for 
both is $2. 


Appoints Cowan & Dengler 


Vermouth Industries of America, 
New York, has appointed Cowan & 


advertising and promotion for 
Tribuno sweet vermouth and Trib- 
uno dry vermouth. Newspapers and 
magazines will be used. Deglin- 


' wood was the previous agency. 


ie 


LAKE 
MICHIGAN 


GIVES YOU BONUS 


The South Bend-Mishawaka trading area — all by itself — is 


market worth covering. Over half-a-million people live in these 


eight counties alone. They spend nearly half-a-billion dollars 
year on retail purchases. y -w 4 @» 

And that’s just part of WSBT"'s primary coverage! 
primary area takes in 1/2 million people who spend nearly $14 
billion a year. That’s what we mean by bonus coverage! 


Want your share of this big, rich bonus? It’s yours with WSBT, 


the only station which dominates the entire market. Pe 


PAUL H. RAYMER COMPANY + NATIONAL REPRESENTATIVE 


! The entire 


., 


a 


| 
| 
| 
| 


Dengler, New York, to handle the | 


W. A. “Al” Dealey,. assistant secretary-treasurer of A. H. Belo 
Corp., publisher of the Dallas News, is forsaking the newspaper 
business in favor of the Presbyterian ministry. He is on an in- 
definite leave in order to enroll Feb. 5 in the Austin Presbyterian 
Theological Seminary... 

The Seattle Art Directors’ Group has been organized to encourage 
local interest in advertising art through periodic exhibits. Marlowe 
Hartung, Wallace Mackay Co., is president; Harry Bonath, Harry 
Bonath & Associates, vice-president; and R. T. Matthiesen, free 
lance, secretary. . . 

The Assn. of Screen Magazine Publishers has elected Hal Dawson 
of Dell Publishing for his fourth term as president. Gifford Plume, 
Fawcett, and Sid Kalish of Hillman Periodicals are v. p. and secre- 
tary-treasurer, respectively ...R. C. Ferguson, western ad manager 
of Successful Farming, is now a member of the Advertising Re- 
search Foundation’s administrative committee in charge of the 
continuing study of farm publications. He’s one of the three repre- 
sentatives of the Agricultural Publishers Assn... 


GETS A BID—Mrs. Charles Buxton, wife of the ad director of the Denver Post, pins 

a Colorado carnation invitation on the lapel of Harold Merilees, president of the 

Advertising Assn. of the West, to make sure of his presence at the AAW convention 

in Denver come June. Mr. Merilees is public relations director of the British Columbia 
Electric Co., Vancouver. 


Edward Barnes, Young & Rubicam v.p., has bought a 53-acre 
estate in Roxbury, Conn., with a 13-room remodeled colonial home 
built in 1795... 

Dennis Church, ad manager of L. S. Donaldson department store, 
Minneapolis, is making good progress in his recovery from TB at 
Glen Lake Sanatorium...And Francis Kloman, sales promotion 
manager of John Wanamaker, Philadelphia, is recuperating from a 
bout with pneumonia... 

Robert H. Johnston, publisher of American Exporter and Ameri- 
can Exporter Industrial, is now on another of his periodic visits to 
areas where American Exporter circulates. This time he’s spending 
three months covering all the compass points in Africa, to check on 
the magazine’s circulation and distribution ... Lester Abberbook of 
Fawcett Publications has been named president of the Alpha Delta 
Sigma Alumni Assn. of Greater New York. William H. Good of the 
Times, and Richard Silverman of the Mailograph Co. join him as v. p. 
and secretary-treasurer, respectively .. . 

Edward C. Donnelly Jr., president of John Donnelly & Sons Ad- 
vertising Co., has been named chairman of the 1951 polio drive for 
Suffolk County, Mass., which includes Boston . 

Linnea Nelson, who joined J. Walter Thompson Co. in 1927 as a 
temporary typist, and became one of the top time buyers in the bus- 
iness, is retiring the end of March... Walter J. Ash, v. p. and sales 
manager of Consolidated Lithographing Corp., journeyed to Bryant 
College in Providence, R. I., recently, to tell marketing and advertis- 
ing students about the intricacies of creating, producing, and using 
displays... 

Robert Hinckley, American Broadcasting Co. v. p., is showing 
around his certificate of merit awarded by the Wings Club for his 
efforts toward the advancement of aeronautics Hank Lundquist, 
production manager at WCOP, ABC’s Boston outlet, used his other 
title, Lieutenant Commander, for awhile. He’s been on a two-week 
leave with the Navy...And Everett Doten, account exec with Long 
Advertising Service, San Francisco, has been ordered to active duty 
with the Air Force in Washington, D.C... 

Alice (Mrs. Don) Belding of KMPC is the new president of the 
women’s division of the Los Angeles Chamber of Commerce which, 
in its work in disseminating information of civic importance, is 
in contact with about 100,000 women through local clubs 

Dexter D. Halle, president of Hoot Advertising Agency, New York, 
has been named dean of radio at the School of Radio Technique 
in Radio City. Hal Halpern, press, radio and TV consultant, has 
been appointed instructor in advertising, publicity and merchan- 
dising at the school... 

Carl Henninger of the advertising sales staff of the Portland Ore- 
gonian is the father of a baby girl born Jan. 14—named Jan, but 
not for the month. ..H. Blake Chatfield, broadcast promotion super- 
visor of NBC’s western division, is boasting about his first child, 
David Blake, born in Santa Monica...Now a father by virtue of a 
long-awaited adoption under California law is Jerry Ross, publicity 
director of the western division of ABC, Hollywood. The new ar- 
rival’s name is William Louis. 

Clarence Hanson, advertising manager of Look, has returned from 
a sun and sea vacation down Bermuda way...William L. Wingate, 
controller of Brisacher, Wheeler & Staff, has been elected to mem- 
bership in the Controllers Institute. . . 
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\ DVE NTURE: 


TAD he Al 
Wd uj 


This & the winter evuise 
that Dad took , 
enren theugh the rest of the fami 
| wanted a dittecent” vacation. 


That} aight: nO CUUSe 


| Cunless it’s to the theater to bid some actor “bon voyage”)! 


Because, in most American homes, family preference comes first—buying is a family affair. 
The way to sell travel Cand practically everything else used by the family) is to reach everyone 
in the home. And one very effective way to do that is through the magazine the whole family reads and 
| respects— THe AMericaNn Macazine. 
For here is the best-liked magazine in more than 2,500,000 prosperous American homes . . . where it is 
\ read by 96°% of the women . . . 87% of the men . . . 85% of the girls... 73% of the boys. 
| And each of these readers spends an average of 5 hours and 24 minutes with every issue! 
Yes, they read Tue American Macazine . . . they believe in it . . . they act upon what they read. 
Advertisers find that it’s easier to sell their wares when they advertise them to the whole family . . . through the pages of 


the family’s respected friend, Tue American Macazine. 


ALL ABOUT TRAVELERS: There's accurate, factual information in 
Tie American Macazine’s 6th Annual Travelogue on the how, 
when, and where of family vacation travel—important to any 
advertiser who sells to the American family. Write today for your 
free copy: Travel Department, Tue American Macazine, 


640 Fifth Avenue, New York 19, N. Y. 
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Bellows Promotes 
French Crystal 


New York, Jan. 31—Bellows & 
Co., importer of wines, liquors 
and food products, will offer three 
types of hand-blown French crys- 
tal wine glasses through its 330 
distributors of food products with- 
in the next few weeks. 

Fractional-page ads in b&w are 
scheduled to start in April issues 
of Atlantic Monthly, Park East, 
Promenade, and Town & Country, 
publications regularly used by 
Bellows Gourmet’s Bazaar, local 
food specialty shop operated by 
Bellows & Co. Albert Frank-Guen- 
ther Law is the agency 

With the introduction of its 
French crystal, first importation 
by the company since the war, 
Bellows is also reviving its Julian 
Street glasses, designed by the late 
Julian Street, epicure and author, 
which not been produced 
These also will be pro- 
the publications men- 


above 


have 
1941 
moted in 
tioned 
In addition, 
specially 


sinee 


a printing of 25,000 
designed brochures is be- 
ing completed by Rogers, Kellogg, 
Stillson, and the first mailing of 
10,000 is expected to be made 
within about ten days. Distributors 
are expected to tie in locally with 
the Bellows glass promotion. 


Adclub Sets Career Course 


The Women's Advertising Club 
of St. Louis will sponsor a once- 
a@week, ten-week “Careers in Ad- 
¥ertising” course, beginning Feb 
1%, under the chairmanship of Mrs 
Henrietta Baker, 


assistant person- | 


nel director of Rice Stix Inc. Bea 
i ims, executive vice-president 

Gardner Advertising Co. and 
. Advertising Woman of the 
Year, will conduct the opening 
s@ssion. Enrollment in the course, 
Which is offered without charges, | 


i limited to 200 


Sederholm to West-Pacific 

Jack E. Sederholm, formerly 
g@les manager for Coast Carton 
Go., Seattle, has joined West-Pa- 
Gific Agency, Seattle, as account 
executive Two new accounts 
aided by the agency are Hyde 
Candy Co 


Middendort Named A. M. 

Cumberland Bre wing Co., 
berland, Md., brewer of Old Ex- 
beer and Fort Cumberland 
I s named Charles H. Midden- 
dorf Jr.. formerly account execu- 
tive at Benton & Bowles, 
tising manager 


Named by Oldsmobile 


Jack FL Wolfram has been named 
Vice pre sident of General Motors Cor- 
poration and general manager of the 
Oldsmobile Division of General Motors 
Corporation, Lansing, Michigan, man- 
ufacturers of motor cars. Mr. Wol- 
fram is a regular reader of The Wall 
Street Journal. Like most men every- 
where who are getting ahead in busi- 
ness he finds The Journal provides 
necessary background for important 
decisions. 


as adver- | 


(ADVERTISEMENT) 


and McCaul Enterprises. | 


| 
Cum- | 


Lustra to Beatty & Oliver 


Lustra Corp. of America, 
tributor of lighting fixtures 


dis- 
and 


accessories, has named Beatty & 
Oliver, New York, to handle its 
advertising and merchandising 


Business papers will be used. 


Carey Names Underwood 


Philip Carey Mfg. Co., Lockland, 
O., roofing, sidings and building 


specialties manufacturer, has 
named L. Charles Underwood, 
with the company since 1947, as 


assistant advertising manager. 


FRESH 


KPO] Names Dauenhauer 


Richard S. Dauenhauer, for the 
past two years head of Goodyear 
Tire & Rubber Co.'s aeronautical 
department for Mexico, Central 
and South America, has been ap- 
pointed an account executive of 
KPOJ, Portland, Ore. 


Inland Transfers Chesmore 

Alfred N. Chesmore, formerly of 
the Chicago office of Inland News- 
paper Representatives, has been 
assigned to the company’s New 
York office. 


Increases Advertising Rates 

Effective April 15, Transporta- 
tion Supply News, Chicago, will 
increase its advertising rates. The 
rate for a b&w page will go from 
$810 to $875. There will be no in- 
crease in color rates. 


ABC Appoints Beckman 


Alfred Beckman has been named 
director of station (AM and TV) 
clearance for the American Broad- 
casting Co., New York. He had 
been with the network’s station 
relations department. 
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| Paul Green Joins ‘Vision’ 


Paul R. Green, formerly New 
England representative for Town 
& Country, has joined the adver- 
tising sales staff of Vision, Spanish 
language news magazine for Latin 
America, New York. 


Joins Alport & O'Rourke 


‘’. James Neill, formerly a free- 
lance photographer in Hollywood, 
has been appointed production 
manager and special photographer 
in the Portland, Ore., office of Al- 
port & O’Rourke Advertising. 


Manufacturers of new-home products who are 
delaying decisions because of “uncertainties” 
should heed these facts: 


Guidepost 


YOUR MARKET IS THERE—AND IT’S BIG 


| Credit curbs, higher personal taxes and reduced 
consumer goods production have cut back mass 
housing. The custom housing market is still active 
and competitive—in a big way. This important 


YOUR MARKET IS MORE SELECTIVE NOW 


A shrinking mass market dictates curtailed mass 
marketing methods. Selectivity becomes the key 
to profitable sales. The custom housing market is 


FOR SALE! 


51 market is a style-setting, prestige market. 
Every sale you make here spells future sales when 
consumer goods production and economic condi- 
tions are normalized. 


highly selective. It comprises people with means 
and needs... the means to build their houses, 
the need for your products. 


YOUR PRIME PENETRANT IS THE NEW HOME OWNERS’ CATALOGS 


The Home Owners’ Catalogs method of dis- 
tributing consumer catalogs, daily and directly, 
to selected, qualified home-planners assures effec- 
tiveness. Higher readership ...longer life...greater 
sales influence—all these things are proven. 


keting conditions. 


Every promotional dollar you spend on mass 
media aimed at home-planners, is now worth less, 
hence the economy of Home Owners’ Catalogs 
.+.@ Sales tool well sharpened for today’s mar- 


These firms know that promotional aggressiveness pays off. Their fact-packed product 
story in the new Home Owners’ Catalogs sells the rich, ripe, "51 custom housing market. 


Americon Central Div.— Avco 


The Philip Carey Mfg. Co. 

Chase Brass & Copper Co. . 

Combustion Engineering- 
Superheater, Inc. 


Crone Co. . . . 
Crosley Div.—Avco 


Drexel Furniture Co. 


Elkay Mfg. Co.. . 
The Formica Co. . 


ACT NOW! TODAY'S 
CUSTOM HOUSING MARKET 
SETS THE STYLES FOR 


Frigidaire Div.— General Motors The C. A. Olsen Mfg. Co. . . . 8 pages 
at mletl a in 4 pages Corp. te Sew ae oe ee Pittsburgh Plate Glass Co. . . . 24 pages 
General Electric Co.—Air Pittsburgh Plate Gloss Co.— 

eho we 4 pages Conditioning Dept. . . . . 8 pages Point Div.. . . ... . - 24 pages 
8 pages General Electric Co.— Pryne & Co.,Inc.. 2... - + 8 pages 
. 20 pages Appliance & Mdse. Dept. 24 pages Rheem Mfg. Co. . . . «+ + . 8 pages 
Holl-Mack Company ..... 8 pages The SisclkraftCo. ...... 4 pages 
ake. ee 4 pages The Henry Furnace Co. . . . . 8 poges Squore D Compony .....- 4 pages 
‘Cae 24 pages Hotpoint Inc.. . . . . ... + 8 pages Truscon Steel Co... . . . . . 8 pages 
Mfg. Corp. . 12 pages Landers, Frary & Clork . . . . 8 pages The Wotermon-Waterbury Co. . 8 pages 
aval e a8 8 pages libbey-Owens-Ford Gloss Co. 32 pages Westinghouse Electric Corp. 24 pages 

eee + 4 pages The Mosaic Tile Co... . . . - poges Youngstown Kitchens— Mullins 
Seer e ed 4 pages National Electric Products Corp. . 4 pages Mfg. Corp. . . . . . « » 24 pages 
oy See Standard Rate and Data Service for complete details 

oes i 


TOMORROW'S MASS MARKET AA 


| HOME OWNERS’ CATALOGS 


A Service of the F. W. Dodge Corporation 
119 West 40th Street, New York 18, N. Y. 
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Seattle Admen Oppose Ad Tax Proposal 


SEATTLE, Feb. 1—A proposal to 
apply the state’s 3% sales tax to 
advertising has drawn the fire of 
directors of the Seattle Advertis- 
ing and Sales Club. 

The proposal is contained in a bill 
introduced in the Washington leg- 
islature by Rep. Marshall Forrest 
of Bellingham. It would apply the 
tax to charges for the dissemina- 
tion or distribution of advertising 
or advertising material, whether 


by newspapers, magazines, period- 
icals, outdoor posters, circulars, 
radio, television “or any other ad- 
vertising media whatsoever.” 

A resolution opposing the tax 
was approved by the directors. The 
resolution holds that “advertising, 
through all its forms and through 
all its media, is the greatest single 
stimulator of revenues accruing 
to the state through the sales tax, 
because it acts to increase sales 


of commodities and goods on which 
the sales tax is collected.” As a 
result, the club contends, a tax on 


advertising would actually reduce 


revenue. 


Signs for 1.700 Spots 

Seaboard Finance Co., Los An- 
geles, has purchased 1,700 one- 
minute announcements to be aired 
on KFI, Los Angeles, between 8 
a.m. and 11 p.m. during pay- 
day weeks during the next year 
Smith & Bull Advertising Agency, 
Hollywood, is Seaboard’s agency. 


Ken-Kaps Appoints Blitz 


Ken-Kaps, Portland, Ore., new 
pliable plastic replacement lids 
for open baby food cans (AA, Jan 
22), has appointed Blitz Advertis- 
ing, Portland, to direct an adver- 
tising campaign in the Pacific 
Northwest for the new product. 


Fennell Rejoins ‘Oregonian’ 

Kenneth Fennell has resigned 
as account executive of Heims 
& Holzman, Portland, Ore., agency, 
to rejoin the advertising sales staff 
of the Portland Oregonian. 


"re 


POWERFUL! 


= 


Retained by Axel Bros. 


Maurice M. Goldberger, Gram- 
ercy Advertising, New York, has 
been retained by Axel Bros., Long 
Island City, N. Y., as advertising 
counsel to plan and direct the 
Columbia “Tru-Fit” diamond ring 
advertising and promotion cam- 
paign. At present the promotion in- 
|volves television spots, window 
displays and other dealer promo- 
tions 


Draznin Heads New Agency 


Jules Draznin, formerly assist- 
ant to the president of Harry J. 
Lazarus & Co., Chicago agency, has 
| been elected president of J. N. 
| Draznin Associates, new Chicago 
agency, with headquarters at 1025 


|W. North Ave. Other officers are 
|A. Brostoff, treasurer, and S. Z 


| Tankus, secretary. 


Photo Service Formed 

Nickolas Muray & Associates Inc. 
| has been formed with offices at 18 
E. 48th St.. New York 17. As- 
sociated with Mr. Muray as photo- 
graphic illustrators are Charles W. 
Thill, John D. Kelly and Norman 
Kent. 


WHAT 
00 


Maxi 
Minimil: 
Morning 


Buy ite 


% 100% Coverage of America’s 
13th city in Buying Income Per 


Family. 

% 53% Coverage (White Families) 
of the prosperous 33 county Gold- 
en Belt of the South: 


% Intense Urban-Rural Coverage 
of The BIG THIRD of The South's 
No. 1 State . . . without waste at 
one low cost. 


113,277 Morning 
11 6,91 O Sunday 


(Publisher's Statement, 9 30 50) 


(ite Rehigh_——— 
News and 
Observer 


MORNING & 
SUNDAY © 
nero 
RALEIGH, N.C. 2—7¥ 
The ONLY Morning - and - Sunday Newspaper 
Published in The Golden Belt of the South 


REP; THE BRANHAM COMPANY 
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nal and Practical Builder, DuMont Offers News Program | ‘Vision’ Appoints Benjamin Royal Appoints Leon 
Advertising for the Harnisch- Allen B. DuMont Laboratories, | Robert Spiers Benjamin, former S. R. Leon Co., New York, has 
feger houses division is placed by New York, is making a transcribed Time and Life correspondent in been appointed agency for the 
Burnett & Logan, Chicago. 15-minute news program, featur- Latin America and Chilean man- Royal Mfg. Co., New York, maker 
ing Quentin Reynolds, available to ager for the J. Walter Thompson of Duroway men’s. underwear. 
Desco Shoe Names Friedman its distributors and dealers as aj|Co., has joined Vision as editorial Magazines, Sunday supplements, 


Desco Shoe Corp. has placed part of its cooperative advertising| and business representative for trade and direct mail promotion 


its advertising with Leon A. Fried- schedule. Mexico, Central America and the will be used. 
man Advertising, New | York. Caribbean. His headquarters are 
Sixty-one newspaper magazine Orr Names Pauline Parker | in Mexico City. TV Owners Pass 10 Million 


sections are now carrying a full- Pauline Parker, formerly in|! | National Broadcasting Co., New 
color three column promotion for charge of publicity of Tek-Hughes | Frenkel Studios Moves | York, estimates television set own- 
Revelation shoes. Another brand, Co., has been named director of| Benedict Frenkel Studios, ad-| ership in this country at 10,549,- 
Thrill-Mates, will use women’s publicity of Robert W. Orr & As-/| vertising photography, has moved| 500 as of Jan. 1, compared with 
magazines. sociates, New York. | to 47 W. 57th St., New York. | 9,845,300 as of Dec. 1, 1950. 
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PREFAB AD—Harnischfeger Corp.'s houses 
division launched its 1951 consumer pro 
motion with this full-color page in the 


sesame Better Farming Help Like This... 


Push Prefabs with 
Dealer Co-op Ads 


Port WASHINGTON, Wis., Jan. 30— 
Harnischfeger Corp.'s houses divi- 
sion, maker of P & H prefabricated 
homes, has scheduled the lar- 
gest share of its 1951 space budget 
for cooperative, dealer signed ad- 
vertisements in newspapers. The 

ogram is based on the assump 
te. that prospective buyers are 
iBterested in a specific home, at : 
Specific location and a_ specific 
Brice 

} Major markets, with a strong 
representation of P & H_ builder 
distribution, will receive direct 
Harnischfeger national newspaper 

ace to kick off the heavy spring 
> fall home buying seasons. 

In line with the government's 

-lared policy of encouraging pre- 
ha as a labor saving de- 
e in critical defense areas, a 
grnerstone of the 1951 P & H pro- 
_— will be a special manage- 
nt-community-financial institu- 
tina campaign. 


- 

. The drive includes a two-color 
spread in Business Week Feb. 3, 
aid a continuing schedule’ in 
Magazine of Building, Midwest In- 
spection Journal and Mortgag: 
B@nker. A supporting dealer cam- 
paign will appear in American 
Builder, NAHB Correlator, Na- 
tional Rea! Estate & Building Jour- 
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Ads appearing in The Kiwanis Magazine | 
are receiving an average of 22% | 
greater reader interest than identical 
or similiar ads appearing in two basic 
business and general publications!* 


Here's Why — 


Reader's confidence in advertisers 
compared with all general magazines* 


Above 35.4% } 
Equal With ......560 
Below : 49 
No Opinion 4.7 


Reader interest compared with other 
magazines regularly read* 


Above 25.6% 
Equal 616 
Below . , 116 
No Opinion 1.2 


"According to Daniel L. Storch & Stofft 
Complete Readership and Market information 
evailable on request 


the KIWANIS Magazine 


PUBLISHED FOR COMMUNITY LEADERS 
$20 N Michigan Ave. Chicago tt tll 
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Two Buy Cowles Press 

Henry W. Butterfield of the ad- 
vertising department of Consoli- 
dated Edison Co., New York, and 
John Hodgson of the Book-of-the 
Month Club, have purchased the 
Cowles Press, St. Johnsbury, Vt., 
from Russell Wheelock, and have 
taken over the business. 


Brown Names Milburn V. P. 
Russel] H. Milburn, art director 
of C. Franklin Brown Inc., Chica- 
go, since 1947, has been named a 
vice-president of the agency. 


Rumrill Gets Toy Account 

Humpty Dumpty Toys Inc., Sen- 
eca Falls, N. Y., manufacturer of 
Schoenhut’s Humpty Dumpty cir- 
cus toys, has placed its advertis- 
ing with Charles L. Rumrill & Co., 
Rochester, N. Y. 


Names Thomas Editor 

Prentice M. Thomas, associate 
editor of Textile World, New 
York, was named editor Feb. 1, 
succeeding C. W. Bendigo, who has 
resigned to join American Cyana- 
mid Co. 


Fedders-Quigan Launches Largest Drive 


Burra.o, N. Y., Jan. 30-—Fed- 
ders-Quigan Corp., manufacturer 
of heating and air conditioning 
equipment, last week kicked off the 
“most comprehensive advertising 
campaign” in the company’s 55- 
year history. 

Batten, Barton, Durstine & Os- 
born is handling air conditioner 
advertising, while Horace A. Laney 
is the agency on the heating equip- 
ment drive. 


Robert E. Cassatt, ad manager, 
said room air conditioner ads 
ranging up to full pages will ap- 
pear in Holiday, Life, National 
Geographic Magazine, Newsweek, 
The Saturday Evening Post and 
Time. 

He said that, for the first time 
in the history of appliance mer- 
chandising, practically every ma~ 
jor market will be covered by 
factory-sponsored TV film com- 


| Means Better Business For Everybody 


Here’s what happened when a dairy farmer read the Country 


Gentleman article reprinted at left... 


J. Arthur Shelly, dairyman of Bucks County, Pa., and his 
wife got into their car and drove to the USDA Experiment 
Station at Beltsville, Mad., to see the radically new breeds 
of dairy cattle described. Within a month they leased a 
bull. Today 15 daughters of the bull are producing 60°; 
more butterfat, 82° more milk than the original Shelly 


dams. 


This is how Country Gentleman articles, month after month, are 
helping more farm families become more prosperous. And results 
like this are important to businessmen selling everything from milk- 
ing machines to refrigerators—from fashions to foods. For rural 
people spend one out of every three of the nation’s dollars at retail. 
More money moving on Main Street means better business for everybody! 


Proof of Editorial Usefulness 


Because Country Gentleman gives more help for better farming and 
better living. it is the nation’s best-read farm magazine. The most 
penetrating study of farm magazine readership ever made proves 
these facts about Country Gentleman's influence with the men 

and women heads of subscriber homes: 


to it more often. 


They spend more time reading Country Gentleman and return The 


6 out of 10 families get useful farming ideas from it, and over 
61% of these recalled specific ideas. 
Women in 6 out of 10 homes get useful homemaking ideas 

from it, and over 3 out of 4 of these recalled specific ideas. 


96.29 of families read the advertising in Country Gentle- 
man, 3 out of 4 families get buying ideas from it, and over 
3 out of 4 of these recalled specific ideas. 


Both men and women readers like Country Gentleman 
better than any of the other big farm magazines. 


This greater impact explains why Country Gentleman 


Mr. Shelly, shown with new herd sire, says: 


“We sure are glad we read the Country 
Gentleman article that started us on our cross- 
bred strain—and more dairying profits. It's 
one of several articles we've found paid off.” 


Mrs. Shelly gives credit to Country Gentleman 
for many of the recipes for which she is noted. 
ay Gentlewoman section,” 
says, has what | call down-to-earth, practical 
glamour in homemaking suggestions.” 


Country 


she 


Dorothy, one of two Shelly daughters, lives 
on her parents’ farm where she operates a 


mercials. Air Conditioning & Re- 
frigeration News and Electrical 
Merchandising will carry monthly 
ads through August. First inser- 
tions are two-color spreads, to be 
followed by b&w pages 


e@ Full pages also will appear in 
American Motel, Casket & Sunny- 
side, Hotel Management, Journal 
of the American Medical Assn., 
Office Management & Equipment, 
Oral Hygiene and Tourist Court 
Journal 

Mr. Cassatt said the Fedders- 
Quigan heating division had 
placed a 12-page ad in Architec- 
tural Record, described as the 
largest single ad the magazine has 
ever carried. Another 12-page in- 
sert has been placed in Domestic 
Engineering, a six-page insert will 
appear in Heating, Piping & Air 
Conditioning, and an eight-page 
insert in Plumbing & Heating 
Journal. 


ANPA Pursues Effort to 
Get Court Ruling on ITU 


American Newspaper Publishers 
Assn. has filed a petition in Chicago 
in the U.S. circuit court of appeals 
for modification of a National La- 
bor Relations Board order of Oct 
28, 1949, against International 
Typographical Union and its of- 
ficers 

ANPA requests the court to hold 
the union guilty of violating cer- 
tain provisions of the labor act, 
and to send portions of the case 
back to the board with directions 
to make specific findings of fagt 
and enter an appropriate ord@®, 
Included in the complaint is t 
charge that the union exacted tr x 
ute from publishers during 
union's strike against 
newspapers, 


Parfums Charbert Inc., N 
York, has appointed Marvin Ge 
don and Russell M. Jones as sa 
representatives. 


: 
Parfums Charbert Names 2 © 


THIS 
MAKES 
SENSE! 


There are lots of dollars 
and sense involved in the 
26,868,156 lines of 1950 ad- 
vertising in the DAVEN- 
PORT NEWSPAPERS!  Es- 
pecially since they constitute 
advertising that sells the rich 
Quad-City Market (Daven- 
port, lowa, Rock Island, Mo- 
line and East Moline, Illinois.) 
1950 Sales Management Sur- 
vey of Buying Power figures 
reveal total effective buying 


flourishing business decorating trays, poy 
and bric-a-brac. Jack, her 16-year-old high 
schoo! brother, is an active 4-H Club member. 


ranks Ist among farm magazines—12th among all maga- 
“zines—in advertising revenue. 


income of $418,578,000 in the 
Quad-Cities. 


PUNCTUATE YOUR SALES 


In THIS 


RICH QUAD-CITY MARKET 


BY USING THE 
DAVENPORT NEWSPAPERS 


The Only Newspapers with Home- 
Delivered Circulation on Both the 
lowe and Iilinols Sides of the im- 
portent Qued-City Morket. 


Read more, used more, liked more 
by 2,300,000 prosperous families 
=, throughout Rural America. 
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Thompson Promotes Merkle 


Paul Merkle has been named to 
succeed Matthew Hufnagel as head 
of the J. Walter Thompson Co. 
outdoor department in the New 
York office. Mr. Merkle, formerly 
with the National Outdoor Adver- 
tising Bureau, joined the agency 
in 1941. Mr. Hufnagel pians to live 
in Florida where he will represent 
Thompson on a part-time basis as 
outdoor representative in the 
southern area. 


Sick of Bum Art, high prices? 


. ¢ Spread 4000 new, top agency -quality 
Not a cheap throw-away, limited to 
Z > STIVERS STUDIO 


> and pay only $1 00 for those you use 
Negrs Write today for free brochure 


ry Spots, covering every need, before you 
1 Pp gz 

recogmized agencies, editors & Ad 

Pou Office Bos hese Sen Frencisco 19, Calitorme 


Lumbermen’s Group Publishes 
New Buyers Directory 

The West Coast Lumbermen’s 
Assn. has published its Jan. 1, 1951, 
“Where to Buy,” a directory of 
members of the association and 
designed to aid buyers of Douglas 
tir, West Coast hemlock, Sitka 
spruce and western red cedar. Co- 
pies are available without charge 
from the association at 1410 S. W. 
Morrison St., Portland, Ore. 


Shirley Coleman Joins Y&R 


Shirley Coleman has joined the 
art department of Young & Rubi- 
cam in Hollywood, Cal. He was 
formerly an art director with 
Helena Rubinstein Inc., New York; 
Tennessee Eastman Kodak Co., 
New York; L. C. Cole Co., San 
Francisco, and Wm. H. Weintraub 
Co., New York. 


‘Journal’ Appoints Two 

J. E. Davey has been appointed 
advertising manager of the Jour- 
nal, Edmonton, Alta. With the 
newspaper for the past 26 years, 
Mr. Davey has for the past 19 
years been assistant to George B. 
Cooper, who is retiring as adver- 
tising manager. John S. Ward has 
been named assistant advertising 
manager. 


Cahn-Miller Agency Moves 

Cahn - Miller Inc., Baltimore 
agency, has moved its offices from 
413 N. Charles St. to 510 St. Paul 
Pl. 


Supra Pencil Names Artley 

Artley Advertising Agency, New 
York, has been appointed to handle 
the advertising of Supra Pencil 
Co., New York 
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Study Finds One-Third of Persons Carrying 
Book Matches Correctly Identify Match Ads 


New York, Jan. 30—More than 
one-third of the people who carry 
book matches are able to recall the 
advertising or printing on the 
match book cover, according to a 
survey completed by Hooper- 
Holmes Bureau, commercial re- 
search organization. 

A total of 7,100 persons were 
interviewed in selected markets 
across the country and asked 
whether they were carrying 
matches or a lighter. Of the 7,100, 
3,655 were carrying book matches 
at the time the question was asked. 

The 3,655 then were asked if 
they could recall, without look- 
ing, “what printing or advertising 


0¢2 


NOK TARUAKCT. 


You don’t have to climb through mountains of media and 
market data to get the facts on North Dakota. In 1950, North 
Dakota had an average gross income of $9,000 per farm unit 
— and the nation’s second highest increase in retail sales over 
a 10 year period, Only NORTH DAKOTA DAILIES — reach- 


ing nine out of every ten farm and city families — cover this 


product-hungry market. 


/ Yf// 


VAS POUR, CYER LOOK 


D 


AILIES* 


_ THE NORTH DAKOTA DAILIES 


MINOT Daly NEws 
VALLEY City TIMES-RECORD 
BISMARCK TRIBUNE 
DEVILS LAKE JOURNAL 
THE FARGO FORUM 
GRAND Forks HERALD 
JAMESTOWN SUN 
MANDAN DAILY PIONEER 


i 


may be on the book match cover 
you are carrying?” Of these, 47.3% 
said “yes,” and 1,336 (or 36.6% of 
the 3,655) were able to correctly 
identify the matches. No type of 
aided recall was used in the inter- 
views. 


gs The study was conducted in two 
separate samples. The researchers 
selected persons in both samples 
from four classes of cities (1,000,- 
000 or over; 500,000 to 999,999; 
250,000 to 499,999, and 100,000 to 
249,999) in proportion to the 1950 
population distribution among the 
various classes of cities. 

Data from both samples cor- 
respond closely, though different 
cities were used for each sample 
(wiih the exception of New York). 
Detailed breakdowns in the report 
show the number of interviews 
conducted in each market, for each 
sample; list the number of persons 
carrying various types of matches 
or a lighter (or both), and contain 
data for both men and women. 

All interviews were made be- 
tween Dec. 4 and Dec. 20, 1950. 
Copies are available from match 
manufacturers which sponsored the 
study, including D. D. Bean & Sons 
Co.; Diamond Match Co.; Lion 
Match Co.; Maryland Match Co.; 
Match Corp. of America; Mer- 
cury Match Corp.; Monarch Match 
Co.; Pacific Match Co.; Superior 
Match Co. and Universal Match 
Co., or from National Match Book 
Advertising Inc 


Belmont Radio Presents 
Dispersed Manpower Plan 

Belmont Radio Corp., Chicago, 
manufacturer of Raytheon tele- 
vision sets, has presented a dis- 
persed manpower plan to give a 
chance of survival to television 
dealers and distributors without 
goods to sell during all-out mobil- 
ization. Called the “Belmont Elec- 
tronic Dispersed Manpower Plan,” 
the proposal will make wartime 
producers out of television dis- 
tributors and dealers in their pres- 
ent places of business. 

The plan works as follows: Sim- 
ple sub-assemblies called for in 
military contracts will be sub- 
contracted to the company’s pres- 
ent TV distributors; distributors, 
in turn, would assign the work to 
be done on these sub-assemblies 
to those dealers with establish- 
ments and neighborhood man- 
power available to do the simple 
work. If the plan is approved, 
training and general supervision 
of the entire program for Belmont 
will be handled by its personne. 


Packard Promotes Four 

Packard Motor Car Co., Detroit, 
has announced four promotions in 
the company’s Chicago and Wash- 
ington zones. S. D. Braden has 
been named Chicago zone manager, 
succeeding M. C. Berner, who has 
become manager of the St. Louis 
distributor zone office. Mr. Braden 
has been Washington zone man- 
ager since 1945. Marshall Beck, as- 
sis.tant Washington zone manager, 
has been named to replace Mr. 
Braden in Washington. George T. 
Whitmarsh, for the past two years 
field supervisor in Cleveland, has 
been named assistant to the zone 
manager in Chicago 


Agency Opens N. Y. Branch 

MacManus, John & Adams, De- 
roit, has opened a New Yor<x o.- 
fice in the 444 Madison Ave. Bidg 
Ernest A. Jones, a vice-president 
of the agency, is in charge of the 
new office. The staff and the re- 
sponsibilities of the branch office 
ormerly located in Baltimore have 
been absorbed by the Manhattan 
branch. 


MacNamara to Famous Artists 

Paul MacNamara has been 
named executive vice-president of 
Famous Artists Corp., operating 
from the Beverly Hills, Cal., office. 
During the past year he has been 


| operating a sales and exploitation 
| advisory 


service for independent 
motion picture producers. 
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41,294,881 


Lines of Advertising 
Carried by The Kansas City Star 
in 1950 


Again The Kansas City Star has broken all its previous records for 
volume of advertising carried. 


The 1950 high of 41,294,881 lines represents a gain of 2,998,681 
lines over 1949, itself the biggest year up to that time. 


This record is significant not so much in that it established a new ad- 
vertising peak for The Star. Rather is it significant because it reflects the 
extent, expansion and growth of the great market The Star serves. 


Also indicative of this are recent surveys by Sales Management which 
show that, for metropolitan areas of cities up to 500,000 population, 
Kansas City is: 


FIRST in Metropolitan Area Population 
FIRST in Total Retail Sales 

FIRST in Food Sales 

FIRST in General Merchandise Sales 

FIRST in Drug Sales 

FIRST in Furniture, Household, Radio Sales 
FIRST in Automotive Sales 


To this may be added the fact that The Star is FIRST in thoroughness 
of coverage (morning, evening and Sunday) of all daily newspapers. 


THE KANSAS CITY STAR 


Evening—364.110 Morning—355.402 Sunday—379.134 


1729 Grand 202 S. State St. . 15 E. 
Manmsas City i arrison 1200 Chicago  Wrosier 9-0532 New York Lexington en 
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So sale-rewarding is TODAY’S WOMAN’s young market 


(more than a million young wives — 

with new homes, new families and 
far-better-than-average incomes) 

that our roster of important 


ye Ae: Bs | 
Ficst Quarter Showed — 
A Catqopl $208 Hares 
ur Seepage of 51.0% 
lo regentative ) OW AOVER TISERS in this period 
(partial Hist) 
Peet  MeKem & Vania 
Mennen Baby Of Dispenser 
* Cai: 


nay 


advertisers grows swiftly. 
Here is the record 
for 1950 over 1949. 


Tous Wows, aaa 


tal We ee et ; 
ae ae & cide ara The Magazine 
know Gelatin young wives live by 


67 West 44th Street, 
New York 18, N. Y. 
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#6 ina regular series 


a Booming market place for 


the Third Quarter showed — 


A Gain of 26,024 lines 
An Increase of 69.8% 


Representative NEW ADVERTISERS in this period 
(partial list) 
Elizabeth Arden Handmacher-Vogel 
Celanese Richard Hudnut Fragrances 
Dazey Mfg. Corp. _Joselli Suits 
= A. D. Juilliard 
Magee Carpet Co. 
Procter & Gamble 
(Prell and Dreft 
and Shasta) 


th Fourth Quarter showe—_ 

A Gain of 29,776 lines : 
An Increase of 53.2% 

Representative NEW ADVERTISERS in this period 


(partial list) 
Barbizon Slips Kuehne Furniture 
Hinds Honey & Libby-McNeil & Libby 
Almond Cream Magic Chef 


House of Westmore United Wallpaper 
Julius Kayser 


ee eee ee. 


at ire ie Mea. ee ESE a > SEN ey Beare . < et oa | eed ar Pee io et ee er sale oe.” ee are ep 
Ess FO ss SE so) RSD sie i ae ‘Ld ; | eer = Be. fe oceans ft —S Ee mesma 8B Bh Bae 
-- 2 A Fa : ve a id 4 - Z 1 baad, ate 
. cn iG Pe te 
wy 
eS 
ae 
ee 
a. 
Bas 
a SS 
oe 
ee 
Ree 
* aS 
1 oe 
Fe 
ver se 
es, 
pee 
oe ad 
eds 
pe! 
ne 
A aT. al 
° eS Ds 
. . Pe aS 
* Bh hee et 
r oa er 
<p ie 
Eoin” 
‘ FS pores 
F ' os 
ne 
ay = 
r » | Bi 
‘ tithe 
Rest 
7 ie ¥ 
heen, 
. yh 
Byte, 
, ‘ ¥ we a 
am 
‘a ee 
te ieee 
, i“ “a 
— moy ee 
: aa ae: * 
: a, . ore 
= im en 
ae e Ph weaay. 
; i ye : 
che % ae , oie 
ee a oa : La ns 
~ > ty # ; Bee 4 
~ F a ae 
™ S Me ‘ ea a 
4 > uae ey a * lea 3am = = 
5 > e Ee ae 2 i, 
é ee vung Peg S. ee Sty : sae 
- faa eh kk eee te sath 
> ai - ae se Beis. 
ik err f eee 
> a aa. eed he de 
en, eS 4 ee. ; 5 
a * aie _ ' 
" “te ey ; 2 
sagt 2, ie z A 
Wot <4, . e | i y 
; is re ‘ ey 
Pe ; ; mF | Seep! es ' Be 
; se ; —— eae 
<p Ce oe Pee Be gs 
. a ogee mane i 
. ee. 7 : Be Taos a j ae se 
% . ‘ae eee eae i Kas. 
ae ie. ae. | Bees 
oP am oe Tas oa. be" eer 
aa. , ee et at aaa 
fo ee ig “ager 
. : Se 
‘ y t tet 
See. 0 ae 
-_ .) ae a. 
‘i oe —— a e fe ee “eae 
cS en ct ne ee 
: oh a 
-- 2 aa ja e 
a2? — a Hay: > ‘ o%, 
, > ay " 7 7 gee: pa oem 
3 ie age Sate! N i UE 38 ee bes 2 tes 
oo a a BP ae = ao ‘ et 
oe Te — nee ‘ese ee oes 
ae 2 -— oe: ty Fae. SS 
- . ea ae : ler ee. / pet Pra. 
Yo, Ue en are ie. fy Se Oia 
C a -) ; aaa cy, ae ne ee th... 2. ae 
a) tact | ae : at ee hates 
07 — a Oy 
~ fu Nae i(‘“ tC‘ 
24 er.’ ’ 4 oe ae 
h ' ail @ an > . E P| ee « at he 
. Sp . a ¥ -: - Pte 
aes 5 ¥. Oe 2) aA SRR get ie Age 
Pk pe NSB ‘ oy ee a by Sih as 
_— a ae Bae =| ot oe oe 
- %& —a ~~ ¥, eee : Tes 
te ees ‘ me “— : th Sh 
iy / Ree. 7 ee A “a —— Ree ete 
er: ‘ eer, ee ee 
“Up =< see OSS 
ae a i °° - 
a g li ee 3 os a ae 
5 ie ee. a Phy, ’ ee ** ae i x : ce = ea < . 
- — ae ia Pa ‘oo res / * ee : i i eel . ee | ; er 
. gta : —S lO , Ee SS): ‘ee 
era te > Pom - ox — AR 
é > : 4 ee et er + - bee 2: ie 
SOR | -_ ee aa Ras: 2 = in oe \ oe ga ee or. ae =, 
—_ . fe A wee 3 Me ee x ae at ee 
: : ae Soe a Wes: ; Fear 
Bt Sa NY aie . = ik 
Pee «OF ot fe ae Rien dl >, 5 ao a Bess 
om =.” ae ae “ae ‘an Rolie 
a?) — Ss a ct. patos 
ae : a , ‘sh ne rie a : "i wap, 
; ae; . = sa a ee ’ aes a et. 
ait ft? = | —.. | SF oe ae 
Pr Ak gn Pe ce _ =. POEE ‘ital ; Be i Se fee Se 
8 : ie ne : P. ee io ; ane ‘ ie ey 
. aes an : ES. - = , ‘ a +-7+*? ap toms a * on 
pe A irae 5 re, .. & 2S ; a ai x = i ; ia g 
ee — 0 fame ee - - ce i . “s » st Pek kee S 
; gee Cae Po _ _ « ee eee ic pap 
| ;_ a 2 ee ie ay 
P. _ od a! os — go ae 
$ ee t~ 4 ae a as a, 
a is * sly — 0 — a 
4 eo: ae ne — . i ye 
: , a = pe. fina ns . . > y *< cones 
~+  £GgS ere aa eee: ae be aed - u of at Sig 
ay F ee ae aig ae a a ae tg 
4 oa "i ;  ~ \& oe - i eo eay 
 - : wy it ; ‘a 7 < : “ * -— : oe . a eas 
Re . ae me on —— 5 oy 
fa — ’ A tag % % - 4 =a # abe 
ioe ae — -@ “Wr? ¥ 
= . ne Ye ne 2 % af SZ 
eee Tee Ss - a ae 4 Re ; cae " = Cie ers : : i ee i a on, eee 4 Ty As 4 
a ne ian me a >, eS Beste = ere Pee Lame BMP at a SO ce a. 


Hansley Sets Spring Drive 
Hansley Mills Inc., Paris, Ky 
for its men’s and boys’ broadcloth 
shorts and knitted underwear, ha 
scheduled color pages, followed by 
b&w 


quarter pages, in Collier's, 
Good Housekeeping, Look and The 
Saturday Evening Post Dealer 


helps include newspaper mats, ra- 


Starts Radio, TV Magazine 

The first issue of Southern Radio 
& Television News, designed to 
reach key radio and television per- 
sonnel in 15 south and southwest- 
ern states, has been scheduled for 
May. Editorial and executive head- 
quarters will be maintained at 
1381 Chalmette Dr., N. E., Atlanta 


dio spots, envelope enclosures, sug- W. R. Packham is editor; Boyce 
gested window displays and direct Smith, associate editor, and busi- 
mail. L. W. Roush Co., Louisville, ness administration will be han- 
is the agency iled by Nedom Angier. 
| eelauientonds ar erieingbatennabas i oo gw peed eeecemitatinain eda: 
| we point with pride to those TV trailers 
per © _ a, 
| featuring Milton BERLE, Eddie CANTOR, St | 
| Bob HOPE, Ed WYNN which we made | 
. 1 
e for National Broadcasting Company. 
Telefilm Ine. Hollywood 28 Calif. Since 1938. | 
mtd ei a en oases asad 


“CAR” DIOGRAPH 


This driver pen to something you may 

ed. In WGAR's home county, 
52,957 passenger cars with auto radios are 
in use between 7:30 and 8:00 AM, and 


have overloo 


75,841 between 
WGAR's entire c 


estimated potential audience of more than 
a half million cars with auto radios! Get 
these plus factors in the new WGAR car 
radio study. 


BLUEPRINT FOR SUCCESS 
Marvin Helf, Cleveland builder 
with a 200-a-vear home building 
record, has set a solid foundation in 
the real estate business. / 
a member of the Home Builders 
Association and on the Board of 


Trustees of the Clevelan 


Board. His voung ideas and modern 
planning, appeals to young moderns, He 
goes right into the homes of his pros- 


pects through WGAR. 


WGAR...Cleveland... 


5:00 and 5:30 PM! In 
overage area there is an 


organization from 


Employe Communications 


How to Win Friends Among Your Workers 


By Rospert NEwcoMB 


The Face is Familiar 

e@ A FEW weeks back the new 
chief executive of a large company 
was introduced to the employes in 
the company publication. The por- 
trait of the official was aloof and 
formal, suggesting that he had 
been trapped all night in a freezer, 
and that his first administrative 
act would be to lop from the pay- 
roll all partially disabled employes 
with 50 years of service or over. A 
second company recently pub- 


SALUTE TO WGAR 


and MARG SAMMONS cqeeeeee 


lished the photograph and holiday 
message of its president; both were 
warm and human and friendly, 
and employes who had never seen 
the president probably felt im- 
mediately that they knew him 
well. (The first company, out of 
journalistic mercy, remains uni- 
dentified here; the second is the 
Upjohn Co., Kalamazoo, whose 
president is D. S. Gilmore.) 

What makes the foregoing less 
pointless than it may appear is 


For its splendid services in the interest of the fight- 
ing forces, veterans and veterans’ organizations, 
Carl George (right), WGAR general manager, ac- 
cepts an American Legion citation of the national 
Milton R. Norris (center), 
Commander 14th Ohio District. Don Hyde (lett) 
conducts one of many WGAR service-slanted shows. 


WIA 


the SPOT for SPOTRADIO 5 = 


ff > 
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<S 


FREE 


Ar 41, he is 


d Real Estate 


New 


than 


RADIO ... AMERICA’S GREATEST ADVERTISING MEDIUM 
Represented Nationally by Edward Petry & Company 


50,000 watts...CBS . 


from George 
Edward Petry & Company. 
By remote 


TAKES THE CAKE 


Dick Grahl, chief media 
buver of Wm. Esty Co., Inc., 


York, takes his cake 
Backus of 


control, more 
a thousand persons 


throughout the nation joined 
WGAR's 20th Anniversary 
celebration 
15. They received specially- 
baked birthday cakes sym- 
bolizing WGAR's progress 
and service. 


on December 


| Publishing Co. 


Advertising Age, February 5, 1951 


this: In the next few (or perhaps 
many) months, management and 
employes are going to know each 
other better. Employes may look to 
Washington for the national man- 
dates, but they will look to the boss 
for the interpretations. The more 
the boss presents himself as a hu- 
man being, sharing ideas and opin- 
ions with his people, the more 
quickly he will get the cooperation 
he requires. That overworked word 
“teamwork” is worming itself back 
into the production vocabulary, 
and it had better worm fast 


e@ In times like these, industry 
hopes for labor-management ser- 
enity. It comes under forced draft, 
but it comes. The threats of major 
strikes, at this point, appear fair- 
ly remote: Steel's present contract 
runs for nearly a year; there are 
no-strike clauses in the five-year 
automobile contracts, although 
they may be disturbed, and rail- 
road strikes barred for three 
years under automatic-raise 
formulas. 

During the last war, many top 
company officials were compelled 
to come out of their administrative 
shrouds and meet the people, if 
only to accept in their behalf an 
Army-Navy “E” award. Many, pi- 
loting Washington through 
the mill, had the thrill of a new 
experience in meeting and visit- 
ing with employes. In several in- 
officials felt they had 
knocked down a few barriers they 
had supposed to be real, but which 
turned out to be largely mythical 
These same officials were startled 
and gratitied to hear later that the 
visits were appreciated by em- 
ployes, who hoped the boss would 
come again soon 

Good industrial relations can 
be built under circumstances such 
as exist today. In time, patriotism 
will throw the same mantle over 
the boss and the employe. The boss 
can start things off by informaliz- 
ing his communications with em- 
ploves, by writing as plain men 
talk in employe publication 
editorials and in his management 
news letters. But his best bet is to 
get out in the plant in person, to 
see and be seen. His argument that 
the pressures of the times won't 
permit such tours is a weak one; 
the interested today pri- 
marily in production, and the peo- 
ple in his plant are the only one 
who can give it to him 


are 
the 


brass 


stances, 


his 


boss Is 


Twelve Appoint Holt Agency 
George R Holt Advertising 
Agency, Milwaukee, has been ap- 
pointed by twelve Rockford, I1L., 
manufacturers to handle special 
promotion covering machinery and 


industrial purchase methods and 
justification. The companies in- 
clude: American Broach & Ma- 


chine Co.; Anderson Bres. Mfg. Co.; 


Barber-Colman Co 3Zarnes Drill 
Co.; Greenlee Bros. & Co.; Inger- 


John S 
Machine 


sol] Milling Machine Co.; 
Barnes Corp.; Mattison 
Works; Rehnberg-Jacobson Mfg 
Co.; Rockford Machine Tool Co.; 
Sundsirand Machine Tool Co., and 
W. F. & John Barnes Co. Trade 
publications and direct mail will 
be used. Normal advertising of the 
companies is not affected 


Ford Opens Regional Office 
Ford Motor Co. has opened a 
regional public relations office at 
1625 Eye St., N. W., Washington 
The oftice will handle all public 
relations activities in the District 
of Columbia and 12 southeastern 
states, for both Ford and Lincoln- 
Mercury divisions. Manager of the 
office, formerly in Chester, Pa., is 
Russell M. Hart. William A. Lash- 


ley is assistant manager. 


Kimber, Bassett Promoted 
Harry G. Kimber, general man- 
ager of the Toronto Globe & Mail, 
has been made assistant publisher 
He also will continue as general 
manager. John Bassett Jr. has been 
appointed general manager of the 
Toronto Telegram. Mr. Bassett, 
who has been director of advertis- 
ing, is a director of the Telegram 
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Up Upy Ups Uppy Upv Up’ 


Average circulation, last six months of 1950, 


(26 issues) of U.S.NNEWS & WORLD REPORT is 


400.828 


| 

| Here are the UPS — month by month. 
| Average Net Paid Circulation 
| 
| 
| 


ae ee ae eee 
CS ee 
September . ° e ‘ ‘ - . 400,199 
Gus. . « + « «© « oe 
Mewember . . «+ «© ‘« « .414,831 
December . . . . . . .416,949 


And here are the UPS that followed immediately after 

World War Il—the same steady UP UP UP pattern— 

1945, 200,000; 1946, 250,000; 1947, 275,000; 
1948, 300,000; 1949, 350,000. 


—- 
—— A ale 


The steadily increasing importance of its news content has doubled its circulation since 1945. 


2 WASHING TON 
| ; : i ah ee : Cucuiction quelanes 


U.S Ss. ‘. News & World | Report — 


* USEFUL NEWS FOR IMPORTANT PEOPLE * 
Read for a purpose—by more than 1,200,000 intelligent men and women in 3 homes 


“400,006 
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FOLLOWING THE FILMS 


RECOMMENDED - Scholastic Magazines 

sends posters like this to high school 

teachers as part of its movie industry 
merchandising promotion 


Scholastic Posters 
Merchandise Films 


New York, Jan. 30—Scholastic 
Magazines had good results 
from a motion picture merchandis- 
ing service begun last November 
for the movie industry 

The service consists of poster 
Mailings %n current feature films 
gelected by the editors as having 
@nusual merit. The posters are for 
Bulletin board display and the cost 
ig split between the magazine and 
the sponsoring movie company. 
To date, producers of “Cyrano de 
Bergerac,” “Kim” and “Magnifi- 
cent Yankee” have made use of 
the service 

Mailings are sent to junior and 
senior high school English teachers 
im cities where the picture is 
booked, timed to coincide with 
Play-dates. The standard arrange- 
ment is for 5,000 posters, which 
Will reach a potential audience of 


has 


750,000 citildren, according to the | 


Magazine. The plan is flexible, to 
allow for saturation coverage in a 
few cities or partial coverage in an 
imcreased number of cities. 

Scholastic has issued a 
measuring the effectiveness of the 
November promotion for “Cyrano,” 
which says that 85% of the 
teachers receiving the posters put 
them on bulletin boards for an 
average period of two and a half 
weeks during which the audience 
per poster was 150 students. 


Shrager Promotes Douglas 
Priscilla Douglas, formerly as- 
sistant account executive at John 
Shrager Inc., New York, has been 
promoted to account executive 


Mercready Names Pietrucha 
Mercready, Handy & Van Den- 
burgh, Newark, N. J., has named 
Frank A. Pietrucha, with the 
agency since 1948, as art director 


GROCERY INVENTORY 
in BAYONNE 


In order to Susshes establish Bayonne, N. BE. J. 
as Metropolitan New York's No. 1 cest mark 

THE BA ONNE TIMES is conducting a eles 
ten-week continuing Ley tne - studies of the 

movement of grocery store products in a cross 

section amounting to 10 per cent of all Bayonne 

retail outlers 

Send or call jor complete detasls of current and 

comtemplaied grocery store surveys. 


THE BAYONNE TIMES 
“Bayonne cannot be sold trom the outside” 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN! 


report | 


Starts Merchandising Drive 

Hoffman Radio Corp., Los An- 
geles, has launched a merchan- 
dising campaign built around the 
theme “High Eye-Q.” 1,000 sing- 
ing commercials will be used 
on seven southern California sta- 
tions for a 30-day period. Mat 
books have been prepared for co- 
operative advertising. Series of 
factory ads also will be used, plus 
banners, broadsides, balloons and 
kites, outdoor dealer identifica- 
tions, etc. In addition, the com- 
pany has launched a sales clinic 
for dealer salesmen. 


R&R Appoints Baker 

C. Nelson Baker, who conducts 
his own sports show over WFBR, 
Baltimore, has been named direc- 
tor of the radio and television de- 
partment of the Baltimore office 
of Ruthrauff & Ryan. 


Atherton Joins WMTW 


Arthur K. Atherton, formerly 
advertising director and business 
manager of Station WGAN, Port- 
land, Me., has joined the staff of 
WMTW, Yankee Network station 
in Portland. 


Lux Clock Names Chirgwin 


Lux Clock Mfg. Co., Waterbury, 
Conn., automatic timers and clock 
mechanisms, has named Robert H. 
Chirgwin general sales manager. 
The executive sales office of the 
company is now located in Water- 
bury. 


Hubbell Resigns Paravox 


Hubbell Advertising Agency, 
Cleveland, has resigned the ac- 
count of Paravox Inc., Cleveland, 


hearing aid manufacturer, effec- 
tive Feb. 10 


Advertising Age, February 5, 1951 


| Gorgeous George to Knight 


Vick Knight Inc., Los Angeles, 
has been appointed by wrestler 
Gorgeous George to handle na- 
tional advertising for Gorgeous 
George turkeys, Beaumont, Cal 
Mail order and trade publications 
will be used 


KWBG Names Stuart Sanders 


Stuart Sanders, program director 
of Station KWBG, Boone, Ia., has 


been named general manager of 
the station. He succeeds Harold 
Higby, 


who has resigned. 


the diamond rings 
they introduced to American 
brides, Granat and his 


brother have been inseparable 
throughout 


Here are working patterns for sales executives who want to build a step-by- 
step marketing approach to nearly 40,000,000 people who spend well over 
$20 billions of dollars annually. Already mapped, charted and analyzed are 
each of 9 great markets: Baltimore, Boston, Chicago, Detroit, Los Angeles, 
New York, Pittsburgh, San Francisco, Seattle. 


— sree 
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Ross Joins Arndt Agency Reports Detroit TV Sales 


Robert B. Ross, formerly with Station WXYZ-TV, Detroit, re- 
Geare-Marston and Hutchins Ad-| ports that television set sales to- 
vertising Co., Philadelphia, has/ taled 400,141 in the Detroit area, as 
joined the production staff of John|of Jan. 1, 1951. This represents 
Falkner Arndt & Co., Philadel- | an increase of 12,135 from ibe pre- 
phia. home month. ; 


Promotes Allison Stanley 

United States Playing Card Co., 
Norwood, O., has elected Allison 
F. Stanley, formerly Ist vice-pr2s- 
ident and western sales manager, 
as executive vice-president of the 
company. 


Igoe Appoints United 

Igoe Bros. Inc., Newark, N. J., 
appliance distributor, has ap- 
pointed United Advertising Agen- 


Newspapers, radie, outdoor and 
car cards will be used. 


Miami Has 52.500 TV Sets 

According to distributor surveys 
conducted by the radio and tele- 
vision department of the Univer- 
sity of Miami, the estimated num- 
ber of television sets installed in 
the WTVJ, Miami, coverage area 
as of Feb. 1 was 52,500. 


Hirst Joins Gray & Rogers 


John Cooke Hirst III, formerly 
a producer-director for WFIL-TV, 


cy, Newark, to handle its account. | Philadelphia, has joined the radio 


and television department of Gray 
& Rogers, Philadelphia. 


‘Time Inc. Buys Rye Tract: May Build There 


New York, Jan. 29—Time Inc., 
publisher of Time, Life and For- 
tune, has announced the purchase 
of a 25-acre tract of land in Rye, 
N. Y., 23 miles from Manhattan, 
as “part of a continuing, long- 
range” plan of expansion. 

Roy Larsen, president of Time 
Inc., said his company “has no 
|immediate plans for building on 
the new property.” He attributed 
this to the government's freeze on 


THEY BUILT A 


commercial construction. Accord- 
ing to Mr. Larsen, the land pur- 
chase is subject to a zoning vari- 
ance which would “allow building 
ior business use.” 

The Time announcement came 
two weeks after General Foods 
made public a plan to move a ma- 
jor part of its executive office 
and general administrative person- 
nel irom Park Ave. to White 
Plains, which is five miles from 
Time's 25 acres 
ein reporting the 
chase, the New York Times said 
it Was expected “that at some 
future date a $3,000,000 or $4,000,- 
000 plant will be erected to house 
an estimated 1,500 editorial and 
office workers.” Time now has 
about 1,800 persons in the Time 
& Life Bldg. in Rockefeller Center, 
and occupies more than 15 floors 
of that building. 

Mr. Larsen said the Rye tract 
was purchased at this time “be- 


Time pur- 


cause we feel that if we waited for 
several years, we might not be 
able to acquire such an accessible, 
5 UCC ES> well-located site.” 
‘Seventeen’ Raises Ad 
| Rates and Circulation 


Markets are people. And people respond to ever- 
changing forces by changing their ways of living, 
thinking, war.ting, buying. Specific reports of these 
changes — street by street, dollar by dollar, home 
by home, person by person — is the essence of 
market data. And all market data is necessarily 


‘ local because people are local. Every business, local 


or national, must keep in touch with people and 
keep the local touch, i€ it is to succeed. 


Granat Bros. of San Francisco has achieved na- 
tional success, based on a local touch! Joseph and 
Leo Granat started to manufacture and repair 
jewelry in 1905 —strictly a local business. Ten 
years later they opened a combined retail-manu- 


facturing shop. Today, this company is the coun- 


Pittsburgh Sun-Telegraph 


try’s largest manufacturing retailer in the jewelry 
field, with three big, busy retail stores of its own, 
and with manufactured products sold through 
other jewelers from coast to coast. 


Perceptive sales executives of national advertisers 
are ever alert to the vital importance of the local 
touch, controlled by sound, complete market data. 
They rely increasingly upon the accurate informa- 
tion provided by the Hearst Advertising Service to 
assist them in knowing, evaluating and selling the 
local markets which make up the national market. 
Get in touch with your H.A.S. man today — for 
facts about the ten major markets in which more 
than half the country’s buying income is concen- 


trated. It may mean bigger profits tomorrow! 


KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


Advertising Service 


Herbert W. Beyea, General Manager 


959 8th Avenue, New York 19, N. Y. 


Offices in Principal Cities representing 
New York Journal-American 
Baltimore News-Post American 


Albany Times Union Los Angeles Examiner 
San Francisco Examiner 
Detroit Times 


Boston Record-American Advertiser 


Chicago Herald-American 
Seattle Post-Intelligencer 


Copyright 1951 by Hearst Consolidated Publications, Inc., Hearst Advertising Service Division. All rights reserved. 


Effective with the August, 1951, 
issue, Seventeen, New York, will 
raise its advertising rates approxi- 
mately 6%. The rate for a bkw 
page will go from $2,550 to $2,700. 
At the same time the magazine 
will increase its average net p@id 
circulation from 850,000 to 900,- 
000 

It was just a year ago tRat 
Seventeen announced increases in 
|its advertising rates and circula- 
tion, effective with the August, 
1950, issue (AA, Feb. 6, 1950) 


WXYZ Names Lyon, Dawson 


Station WXYZ, Detroit, Mas 
named John G. Lyon, formegly 
with WEXL, Royal Oak Broad- 
casting Co. and Ralph Dawsé@n, 
formerly sales representative 
WJR, to its radio sales staff. 


Names Heekin, Besing 

Farson, Huff & Northlich, Cin- 
cinnati, has named James R. Hée- 
kin Jr. as account executive, afd 
Jeanne R. Besing as copywriter. 


Names Kenneth Groesbeck 

Kenneth Groesbeck, advertising 
counsel, has been appointed a 
ciate counsel by Green-B , 
New York agency. 


Elected Chairman 


Grover M. Hermann has been elected 
chairman of the board of the Ameri- 
can-Marietta Company, Chicago, man- 
jufacturers of paints, chemicals, ad- 
|hesives and building products. Mr. 
/Hermann and 202,833 other men of 
jaction throughout American business 


read The Wall Street Journal daily. 


(ADVERTISEMENT) 


he a coe ee ages = ae a a ee ee eee. Tey PAE +e Be eae tg ape ee 
“a” ee ss >“. — oe ee ae a gy 2 Om a eae a a ee 
i) ves ee gs vt, ak ee 7 a —a eyes. : i - le Yi, eae ; Pere at Pol eke as 
ve 7 : : > ee | ‘ts 
a ate we 
> eg 
bay oe 

, 4 kg, 
ee a aaa 
» 7% a 
ue 
$$ ee pk 
oh. 
\ Sek 
: si > 
| q ae Poke 
7 OP a 
ald “_ 
GE Saad 
y tas 
. ie 
eet 
: : ee 
Ry ae 
. a ee Sig 
q eae 
Po ae 
A .- a 

ile iat iil ii aie SS ee ee 
Be te, 
a. 
ee 
Bs: A. ba 

eh 
} py x 
Be. — 
: ae 

a ge is 
| a i. ae 
2 ite 
; Saige 
ae 
ee 
1 a Gu,? 
By ks 
q bs ; 
Bee 2 
i 
cee 
ee “a 
“were 
| oe 
aa 
i aan 
_ ay 
ie 
if ae 
wee 
yee 
Be. eH ‘ 
nl e ban", 
i 2 ae 
a 
} me. 
ee 
{ f 2 toe 
aS 
§ a 
. ' Og a 
| Bk 
, ae 
ay oe 
3. : 
ES aa 
eee 
ae 
4 * 
as : 
rf 
q ae 
ee 
os 
| ee Tee 
: 4 8 > 
3 ay 
; f ‘nage 

{ . Se 
eg 

We | 
; whe 
f Sey 
; ! 3 an 
soy 
f ‘ | i Es bee 
' ' eae 

| 4 | oa “My 

; OW — — a 

! ‘ * “Se 
| a Bs,’ 
Smut Ge 
- Ce 
S Pian ca 
5 . - ty ‘ es Eide ae 

: eS \ he ig ‘ 

MK on aA 4 
ll \ a5 
as 4 a: ; xe “he 
j ; : ok 
td e's 
=: | nay .' ct 
; > die, | pea 
b 2... * an oa 
| ee etd 
i : oh 
_ i : Waleed 
j = ‘ Ne : * *s ey 
, * a ae 
j va + Choa - ’ ee 
a ; ae 

: P| | SS <a 

. . : a Sie 

| \ n . a 
Bat in ae i i 
\ : , th 
. ‘ ' % he a | 
, ad ¢ ee re : 
et iS a - a 
‘ 7 Es c.g apes 
> a * ——_— RP 
Se — — a 
a). ae a Se : ry 

a ‘ “he ane 
| as 
es 
a 
pA Ee 
tei Gd 
' a Meg 
a Voeee 
| Spa 
eee) at 
i 

r ev 
OO —CSCSC‘C(‘NNSCCés Bair, 
Beet” 
: Pe na 
i = — 
hi | | ee 
Se 
; _———s : a cag 
bie - 4 : ia A ager 
pe vase ce + Ee Res : re: Sola, - an me: ee NS ee : ¢ «Rept oo an og a 
fi Ss eee © sites tt 7 Bet ame 2 es sinh oo ae cage ae! eS oe ie vie. Sage Ee ame te te 
Pe nd ee : ae. ep aa: ae oe ee ye oa z 5 el es 28 


Rink at’ ot * 2 a ae Mae! geen = ee re yy ee > Tae ee bet oe i See ee ee ee Pee SP e oe 
a ee ae es) ea ool eee, Oe ee oni a 2 a 3 ee i 
= oe oe : ie i 2 ee eee” eR Gta > tt ee ee eee — : ne eee 
= .- 2 
a . 
% ~ = 
, A 
‘ “J 
: ' 
e ee. e eC ‘ . 
te) P » 
a Bi 
in : 
: 4 
| + 
{ 
¢ 
« 
* “af 
= “ES ! 
j ‘ 
Atl» ~ Pa " : 
. eo: 2 | 
£. * ° 
‘ . “ 
be ey ‘ 
1 P. ee 
2 oo ae . 
a — is aL is ee 
ee a eet ie; i 
° as aoe a ’ 
- ae ae, =~ 
’ 2 nea oe = d Seow 
. hae 2 ne hae 
y oe a a 
tae ee ee ge a 
js . cat, ea ey ee Se ay. % , y 
- od ep ee 7 aan ae ss se ae y 4 
: 4 7 Cee 
; : Je, Ae eer ee ake ‘ , 
: +, ae et ee ese eR wa 
ng TS Bee | otis, | 
oul "7 oe ee eG 4 | 
= ts ee z ee ae tees ee ; we 
ee ee eg Peer oa 
j eh Pee a i. << ce ee , te! 
Ps . eis Be ae 4 a ee ’ 
ie ae = 2 aoe : Saree | 
ew Meer Bee 
: me ; 
2. g eo Ae oes ee i | 
a es: Se es oe iE oy 
im ” s es Bie a a 4 Times o i 
a oo ‘oe ca a 4 
= Ee ee ae 
- i agit a =e ea 
é 2 se gam : | 
a ely i ae Dene: ae 2 } 
4 oe: RS ~ a 
: A ik ER ree Ee gr iN Sc. 
3 eee Cae eae em ample ts § . 
fe eee fe ‘ 
Be , a es Se j 
a oo | ee i 
: oe es <p e ee » , - ; 
‘ . a - ix io ee see « } 
ae § eee ore ae : ~. . . ee ? 
2 1. eS sale ° 37 2 ea ct ag a 
3 2. ne Ae 7 
a .. Ag eee ae, | Se ; : 
a * eee ne ey kes ou a. . a ee 
“<9 4 os Be Be, oo ee a Wena aoe : } 
: ‘ ae we a) ie ea ime al eh ee Ss os i : 
a a oie i te 7 ee A et in ee or fie ‘Z ae ae y 
¥ ae } a oe ee re De mee om ga eee } 
er ; oa : a. sear a oe a be , Sea ae iaene 
BN oy a re ae oe ae ae ‘ ge ae ae . 
MG BON ee Se aie ee 2 per = Te ane i: i a Bese a 
— ie ee * es ee ees <i Re 2 ee 3 : a re 
oi Rr oe eee i, ae = Se eee a ei e ' Reg aos) a > 
a ‘ F a ee feet ee Se Tee: en | mee, 
a ee es ee. i hee, eee A ae ‘ a 
See a ES a ‘a 2 fom 2 i, Se | 
~ ae a i A % ts 1 ee ae ee a ee 
‘3 ee ae Soa a ea eas Peet un — 
ae | aia 8 af eee ar ee ee ek z: : Teg ., a | 
ee Ba ag ea eee oe ae pte fee of ios i. ae 
9 ae é ee ge SN, Sls <b : oo ’ ae ek aaa ee a {vr ’ 
a f ee Seer Y 3 Bee ae ee wee a F A a hy eae re oF ee 2 
— ei eae Pee Gti, e) eas © (age " eS. io.) A een : 
as Pete Se. CS Sane ae ae 
_% err ae | ee etary fas a oe } ne ' oe a: : | 
39 tes a he Be i eee eer io ae ' “cee ae So ie ' 
* Pa ea i, eee Heb ee .* Speer os ait A el fea ex ¥ 
xe ee ee yee ; ey i oo 
aa! o = ph ee eee” jes. aay ho ‘dine ta ee ee tee ie 1333 : 
me : ‘ee 2s a Far: SR ie ae ne ae so j 
fa: ne ann ee on : =i SS ae Si 34 ie cates es 2H SS “2 
mf gr eas ee, a ee ee - * is iP a, eet ‘er 4 ( 
< a See = ae a oe " SS i ee aes 4c ad r% on 
pat foe a ‘ih Sie ¥ Zale ¥ a ~ sii i 5 4,7 a f 
ioe. an a ae ae my a i a eek oe e j 
ee ee aan ee ee ee aa A a peg t6 ow ee ee ee i gy tq 
A = ee ae oer Zk : SS ee ee coe oc a 
ee ee ‘oe eee : oom tie 1 ee eee a rr 
-_ a eee ee ee a re : eae S288 2 ene) a rae me. Se 
; eee fake eS: Boke . eek he ee 
ae eee ny: “es ee ie ge | ees, Ee ee ih : 
- ae an + ae a eo see ts Raia ey Coe ae ee Pe). °- aa 
7 a oa we ie : ee ke ee i Bad py ae i eg a } 
2 oe eee eS eee ee 2 aoa eee ee So eee s | 
ae ae eek. ie: ae 4 = ee = Be fae ee eee eae: —. = 
[ae i. oan = Pao le 
; =. ay — er ee Bucie 2 ie ot ee | Se eae a es re 
a ies; es ae ie eats ® re ni) past (7 F Chee {eee a sy = ft 
ees ee “an ae Poker hae x: fe? Re 5b Sa aa at — a 
be: ot ey MoE Ss ea a i’ ledge : To ie ae a 
eS Baie: : ae eas e+ ie 2 a i re EP re eee ate aS 
an eon. Sea 5 fe Se oS one Gs Soe eee oa BC 
oe ee pe es ee Wee ets eo ty 
ee Ss Se ae . Eee ae We ee = alias ie Serie eee ee 3 ite 
oS) a eo lll ge 
he amie dS ‘oak ee a) ee oe ee et a. Pie Ebaes: ae Ae 4 ah eG fe oF - . aa ; 
Fes = eee is ee ea oe = g Meabe es pe - re. we te ' 
5 ee) Se ee ee ee eee oe inet ige Mel et ae —— oa Ls i 
ae eee Sh eee ae ay ee, ees vee eee - , oe s. ie | 
eee ae pee ee ; Cy oil a ae i 
ce See ea OR ee Picink ah et ee : ae. ~ ooh Ge ne i ‘ * 
a aS an = yeas ee ag k a aa i a : a La eet Oe ae _ y 
Dy fee a eee ey <> hehe, a ae ee i eee Se het : _” *! % 
ts oe ieee eS a a ate Sk IS =, Hl acl Ta ee » ee - ° " 
ie Meee hoe hm oot stam 4 eat aes pase ae > pet A — 
Voge ES ee eg on ne co ee CO} ee * a ? 
Sie i 02 en ee a er Eig ou. « oo in Oh St e: 4 J ee 4 
“an ae oe be. Seema eae aioe, a ee Eee . “ ais ; 

3 . ae 2 a yy PS ce ee Ss ie ‘ St 5 > —— 4 a ie * ¥ ey 5 eee ’ 

‘ aoe Re ee ee ee - ‘ s el 
eS ee i. , aw i ay Paes | 
pe ie i gee We eee ee So : ee 

be peg a a 2 Sa elk tes gh s } > ss 

ae. 2 Di eet ee Mics: i s " " = . 

; oe Ee ae = aS nae Se ae (area : - F's, ‘ 

a a. ee ee. i ae oa %, = 
ae a ays ee, wie: <n A 

: * ae ae 4 eer ve 2 Seer “ 

; ae. a oz ee ee . ° : ‘ 
ee: ——- ES? ee eee i >= ‘ 

oe Pe ‘ee =: Oe ieee ic. Windle o 
en i cca sh eee CR 8% - az 
sag an a em “ : . ; 
ac} a eee : G ' 
a ne = eet » a ; , it 
; zs ce. ON. eee - * y i i 
: — , v ae 3 
“ . 7 . = ; 
2 Be a P —-, oe 
‘= aa ae j 
’ * ‘ si Bue ca ae ie 
i . - « — , 
> er ine 
= 4 . ee 
: a. 
r ; { 
. a st 
1 Fad pe . ‘ a Rit bal 23 F a * ee “- es 


» 
‘ 


" 
A 
y 


‘claims it tastes 
round a campfire. 


(A 100-proof argument to be pondered by 
prudent advertisers of spirituous liquors) 


| MEN ARE A PUZZLE to Mrs. Henry Perkins. 
Take Henry, her husband, for example. A nicer guy 
you never met. A solicitous helpmeet. A firm friend. A 
convivial host, famed as the architect of Martinis and Old 
Fashioneds that guests sip with sobs of sheer rapture. But 
Henry Perkins is given to strange moods which Mrs. P. 
can’t explain. 
There are moments when the gayest party loses its 
hold on Henry. He becomes silent and aloof. He stands a 
stranger in the crowd, his thoughts far away, while his 
| eyes reflect the proud, fierce melancholy of an old bull elk 
| recalling its reign as King of the Forest. 
These moods of Henry’s are recognized in psycho- 
analytical circles as sportsman’s schizophrenia, an interesting 
: | mental fixation that afflicts millions of American males. 
(The condition is sometimes termed **Them-were-the-days 
Syndrome” by breezier elements of the leather couch set.) 
| Its symptoms are well known: a profound conviction 
| that nothing tastes as good indoors as it does outdoors, from 
roast venison to bonded bourbon; an insistence that a man 
| never enjoys a drink to the fullest until he’s relaxed before a 
roaring fire, dog-tired and happy after a day spent squat- 
: | ting in the duck blinds with his pants in a puddle, or stand- 
ing in a trout stream up to his pancreas in icy water. The 
drink, of course, should be fine and mellow and served 
| preferably in a tin cup. 
This curious quirk which Henry Perkins shares with 
| so many brethren of the rod-and-gun can make things 


2 really tough for liquor advertisers bent on selling their 
, brands to sportsmen. 
For example, you'll leave Henry and his friends colder 


than a coot’s snoot by picturing your product in a high- 
style setting with indoor artwork and pseudo-sophisticated 
copy. 

On the other hand, if you want Perkins and Co. posi- 
tively slavering in anticipation and memorizing your brand 
j name, you'll tease them with ads that picture the prod- 
uct the special way Henry likes to think of it...as a 
fitting reward for a good day’s work in the out-of-doors . . . 
as a pleasant relaxation for men who deeply enjoy the 


good things of life... as a part of the good fun and good 
fellowship sportsmen find together. 

This specialized approach is known as “looking for the 
sportsman angle” and it is just as important to advertisers 
as never underestimating the power of a woman. 

Many products have a “sportsman angle” that can be 
exploited for important sales in this four billion dollar 
market... products as varied as pancake mixes and electric 
shavers. Sportsmen get hungry, beards get tough in outdoor 
living. * 

When you've got your “sportsman angle” there’s just 
one more thing to do. Put it to work in the magazine that 
Henry Perkins and others like him read with a strange and 
wonderful enthusiasm ...a magazine that gets cover-to- 
cover perusal from Henry and his friends... a magazine 
that catches men in their mellowest, most relaxed mood 
and makes them receptive, as no other medium can, to a 
sales story that’s slanted to the sportsman and makes 
sense to him. 


It’s “Sports Afield.” 


Don’t overlook 
the Sportsman Angle 


IT PAYS OFF IN 


THE PROGRESSIVE SPORTSMAN’'S MAGAZINE 


* Sportsmen get thirsty too. A recent survey reveals 83 5 & of 
“‘Sports Afield’’ subscribers use alcoholic beverages 
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WCAU Shows Go On| Granite Net Buys WHOB 


Earlier and Later 


PHILADELPHIA, Jan. 30—Based on 
fact that in this market radio 
listening declined less than 1% in 
the face of more than a 100% 
crease in television sets last year, 
Station WCAU in the coming 
1s plans to concentrate on the 
commercial development of “fron- 
time” at the beginning and 
end of each broadcast day. 
According to the station's rec- 
ords, more advertisers bought more 
AM time WCAU than in any 
previous year, although this is one 
of the strongest television areas in 
the nat 
This is convincing evidence 
teat television has been consider- 


the 


mont? 


tier 


on 


ion 


ibly less than a kiss of death for 
radio here,” Joseph T. Connelly, 
vice-president of the WCAU sta- 
tion told AA 


Granite State Network, Man- 
| chester, N. H., has purchased Sta- 
tion WHOB, Gardn r, Mass. Stock 
purchasers are William F. Rust 
Jr., H. Scott Kilgore, William J. 
Barkley and Ralph Gottleib, all 
of Manchester. 


in- | 


TV Digest’ Names Rappaport 


@ In the campaign to expand the | 


borders of commercial time, the 
tation has taken the step of sched- 
uling an audience-at-home 

at 11:30 p.m 
ler the title of “Hold the Phone.” 
This will be 
Format includes quiz questions, 
popular music and prizes. 

Efforts to stimulate early morn- 
ing listening will be built around 
Jim Grohman broadcasts. “Groh- 
man's Gallery” will be scheduled 
at 5:15 to 6 a.m. across the board. 

The latter show is expected to 
imtrease early morning listening, 


quiz | 
across the board un- | 


| 


a high-budget show. | 


egpecially in view of the fact that | 


defense work is increasing in this 
heavy 
shifters also will be increasing. 

*We're going to try the experi- 
meént of scheduling a prime day- 
time show in this early morning 
slét. We intend to stay with it and 
gi¥e it pienty of promotion,” Mr 
Ca@nnelly said 


ABC Elects Four V. P.s 

American Broadcasting Co., New 
Ya@rk, has announced the election 
of four new vice-presidents. They 
aré: Leonard Reeg, national di- 
reétor of radio programs since 
Jue, 1950, now vice-president for 
AM programs; Alexander Stronach 
Jr, national director of television 
programs since January, 1950, 
vice-president for TV programs; 
and James H. Connolly and Otto 
, vice-presidents in charge 
of radio and television station re- 
lations, respectively. Both are vet- 
erans of ABC's station relations 
department. 


MORE WITH A 


Viewmaster’ 


The Easel Portfolio That Dis- 
plays One Sheet at a Time 

As ecth sheet is viewed, it is 
flipped over the top. Special con- 
struction allows all sheets to lie per- 
fectly flat without expensive <loth 
hinging. Loose leaf. 

Simply lift Viewmaster by the front 
cover and the avtomtatic easel sets 
it up firmly. 

Carried im stock in four sizes. 

* Also 100s of other items. 


SEWD For FREE FOLDER 


Sales Tools, Tuc. 


L 1220 W. Madison, Chicago 7 


industrial area and swing- | 


Maurice Rappaport, formerly 
with the Philadelphia Daily News, 
has been named circulation direc- 
tor for TV Digest, Philadelphia, 
weekly TV program magazine 


Now Named ‘Union Leader’ 


The New Hampshire Morning 
Union and Manchester Evening 
Leader, published by Union- 


Leader Corp., Manchester, N. H., 
are now both being published un- 
der the name of Manchester Union 


| Leader. 


Appoints Kirsch Agency 


Harold Kirsch Co., St. Louis, has 
been appointed to handle advertis- 
ing and merchandising for Reiss 
Dairy, Sikeston, Mo. An extensive 
radio campaign is being planned 


Sachner Sells WBIS Interest 


Dr. Benjamin Sachner, founder 
and former president of Bristol 
Broadcasting Co., operator of Sta- 
tion WBIS, Bristol, Conn., has 
sold his interests in the company 
to the corporation. He resigned as 
president a year ago, but contin- 
ued as a director. 


Kopp Named Vice-President 

Jules Kopp, art director of Er- 
win, Wasey & Co., Los Angeles, has 
been named a vice-president of the 
agency. 


Advertising Age, February 5, 1951 


Gets State Department Post 
Harris Samonisky, who has been 
associate editor of Florida News- 
paper News & Radio Digest for 
three years, has been named an 
information specialist with the 
Department of State in Washing- 


ton, effective Feb. 7. 


Bottlers Name Shirclift 

Thomas M. Shircliff, president 
of the Pepsi-Cola Bottling Co. of 
Vincennes, Ind., has been elected 
president of the Pepsi-Cola Bot- 
tlers Assn. 


Chilton Research 

Serves 

The Industries, 

Businesses, And 
Professions 


We Reach 


CHILTON CO. (Ine.) 


Chestnut and 56th Streets, Philadelphia 39, Pa. « 


100 East 42nd Street, New York 17, N.Y. 


Chilton Publications 
Are Leaders 
In Their Respective Fields 
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Advertising Age, February 5, 1951 


Changes Convention Date 

The 1951 convention of the Fi- | 
nancial Public Relations Assn., 
which was scheduled for Nov. 26-| 
29, has been changed to Nov. 12-15) 
and will be held at the Hollywood 
Beach Hotel, Hollywood, Fla. 


Joins McConnell, Eastman 

W. E. Ellis, for the past two 
years with O’Brien Advertising, 
Vancouver, has been appointed ac- 


‘Handy Spot Increases Ads in Los Angeles 


to Sell Its Toiletries Through Grocers 


Los ANGELEs, CAL. Feb. 1— 
Handy Spot Inc., merchandising 
organization with health and 
beauty aid departments in 2,200 
southern California markets, has 
launched a one-month promotion 
campaign in this area to build 


spots on four television programs, 
and point of sale material and 
truck banners are included in the 
campaign. 

The promotion is built around a 
“get acquainted” contest featuring 
such prizes as a 1951 Kaiser auto, 


pleting the sentence “I like to shop 
at Handy Spot because...” Win- 
ners will be determined by Reuben 
H. Donnelley Corp. The agency 
handling the account is Mayers 
Co., Los Angeles. 


es Handy Spot is a unique mer- 
chandising operation, which does 
a multi-million-dollar volume ex- 
clusively through food outlets. The 


count executive in the Vancouver 
office of McConnell, Eastman & 


traffic for its displays. 
Full-page and two-page ads in 
Co. 12 newspapers on a weekly basis, 


Philco television combination, re- 
frigerator, electric range and more 


volume is obtained through 
gressive promotion more typical of 
than 1,000 other prizes for com- the chain drug business than of 


WE, at Chilton, believe that research is basic among the 
many Chilton services for the industries, businesses, and 


professions we reach. 


Chilton was a pioneer in research. We 
modern research technique to build up unexc celled knowle -dge 
of the markets we cover—at Chilton we deal in fact, not 


fancy! ! 


outlets are. We hnow 


make use of every 


We know where the plants, wholesalers, and retail 
how many men and women they 


employ. We snow who does the buying and how he buy S. 
We have at our finge rtips the kittd’of information—accurate 


data—that advertisers, and their advertising agencies are 


looking for. 


What's ‘more, Chilton uses researech—both_ its own facilities 


and those of outside research organizations —to check its 
own products. This is one important reason why,-Chilton 
publications know how to give their readers what they want 


and seek. 


WE, at Chilton, believe in research. We believe that re- 
search is part ot good publishing —one ot the important 
Ways a publisher én meet his responsibilities to his readers 


and to his advertisers. 


THE IRON AGE serves the richest divi- 
sion of the industrial field—the metal 
working industry. 


HARDWARE AGE, the leader in the 
field of hardware distribution. 


HARDWARE WORLD, providing blanket 
coverage of the retail and wholesale hard- 
ware trade in the eleven Western States. 


DEPARTMENT STORE ECONOMIST 
reaches more key department store people 
than any other business publication. 


BOOT AND SHOE RECORDER, 
the authoritative publication of the shoe 
business. 


THE OPTICAL JOURNAL AND 
REVIEW OF OPTOMETRY, the out- 
standing publication serving the optometric 
profession and optical industry. 


THE JEWELERS’ CIRCULAR- 
KEYSTONE, the recognized leader and 
authority of the jewelry trade. 


AUTOMOTIVE INDUSTRIES, the auto- 
motive industrial news authority in auto- 
motive and aircraft manufacturing plants. 


MOTOR AGE covers all automotive 
service and maintenance problems. 


COMMERCIAL CAR JOURNAL 
provides the greatest coverage of any pub- 
lication serving the motor truck and bus 
fleet maintenance field, with the valuable 
plus of 4,000 paid trade subscriptions. 


THE SPECTATOR 
LIFE INSURANCE IN ACTION, most 
quoted life insurance publication. 


THE SPECTATOR 

PROPERTY INSURANCE REVIEW, 
the magazine of influence among fire and 
casualty companies and their agents. 


DISTRIBUTION AGE, the magazine 
that integrates all phases of distribution 
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food market advertising. 

Established in 1937, Handy Spot 
pioneered in the sale of toiletry 
items in food outlets. Recent sur- 
veys are said to show that 17% of 
the housewives interviewed in 
southern California now buy their 
household toiletry items regularly 
in a food outlet. 

Cooperation of market operators 
has been good because the trade 
is sold on the fact that Handy Spot 
departments create extra traffic 
and increase total store sales 
Under the Handy Spot operation, 
the food market operator assumes 
no risks or responsibilities for buy- 
ing or promoting his health and 
beauty aid department. The Handy 
Spot displays are completely seg- 
regated from other merchardise 
in the store, and serviced by Handy 
Spot personnel. 


Railroad Ad Managers Set 
Contest; Elect Eckstein 


The Assn. of Railroad Adver- 
tising Managers has announced an 
annual advertising competition 
open to all railway suppliers whose 
ad campaigns fall into either in- 
stitutional or rail traffic promotion 
categories, and run in newspapers, 
magazines or both. Competition 
will cover the period from Nov. 1, 
1950, to Oct. 31, 1951. Information 
may be obtained from C. D. Per- 
rin, assistant secretary of the as- 
sociation, 85 W. Harrison St., Chi- 
cago 5. 

A. W. Eckstein, advertising 
agent of the Illinois Central, Rail- 
road, Chicago, has been elected 
president of the association. Others 
elected are: Q Tredway, 
Southern Pacific Railroad, San 
Francisco, lst vice-president; °C. 
C. Dilley, Milwaukee Road, Chi- 
cago, and L. A. Brown, Wabash 
Railroad, St. Louis, vice-pregi- 
dents; R. P. Schaffer, Northwegt- 
ern Railway, Chicago, treasurgr, 
and C. J. Hoy, Pennsylvania Rafl- 
road, Chicago, and C. D. Per 


secretary and assistant secretaBy, 
respectively. 
Clos Leaves Umland Agency 


Robert G. Clos, vice-presid@nt 
of Umland & Co., San Francigrco 
agency, has resigned to enter the 
free lance field. He will continpe 
to serve as art director for sevefal 
| Umland clients. 


Appoints Holley Agency 


Robert Holley & Co., New York, 
has been retained to handle e 


| advertising of Ben-G Educatiofial 


Puzzles, New York. Educatiogial 
publications and direct mail will 
be used 


——————— ———$______. 
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Al Dorne 


4 Artists Guild Club 4 
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call SU 7.3320 
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36 
Three Experts Give 


Advice on Good TV 


Viewing Distance 


1—The American 
asked three “com- 
petent medical authorities” how 
far a person should be from the 
screen to view television and they 


Cuicaco, Feb 
Medical Assn 


ill came up with virtually the 
same answer 

As a general recommendation 
for small-size or moderate-size 


a distance of roughly 10 
times the diameter of the screen 
is found most comfortable for clear 
viewing and avoidance of eye fa- 


screens, 


tigue 
One authority, whose answer is 
the Feb. 3 of 


published in Issue 


the Journal of the American Med- 
ical Assn., says “the optimal dis- 
tance from which one should 
watch television varies from one 
person to another Placement of 
furniture and room size also in- 
fluence one’s preference. In gen- 
eral, a distance of 10° or more 
would be preferable, since then 


there is necessary only a moderate 


amount of convergence and ac- 


commodation.” 


@ One of the other authorities re- 
ported that the more defects there 
are in the television picture, “the 
greater is the tendency for visual 
fatigue.” Television, he continued, 
“Should be observed in a lighted 
Pom, so that there is not too great 
a@contrast between the screen and 
the background.” 

The third authority said “when 
t@levision is viewed from a dis- 
tance less than 10 times the diam- 
eter of the TV tube no harm what- 
ever is done to the eyes, but the 
pleture quality the 
S€anning lines then become visi- 


loses in as 


Qld Gold, ‘Vogue’ 
Use Joint Promotion 

®. Lorillard Co. and Vogue have 
a joint promotion on Old Gold 
fashions, featured in the February 
(Americana) issue of the maga- 
zihme. The Old Gold color is being 
pfometed as a leader for spring 
Wardrobes, and the cigaret com- 
pany will have an ad in the issue, 
afd will plug the fashion on Old 
G@ld radio and TV shows at the 
béginning of the promotion. 


WKNE Appoints Meeker 
Station WKNE, Keene, N. H., 
has appointed Robert Meeker As- 
sociates, New York, as its national 
representative, effective Feb. 15. 


Lindsay Moves NY Office 


Lindsay Advertising Agency, 


New Haven, Conn., has moved 
its New York office to 270 Park 
Ave 


BHMMAHHE 


(ATTENTION) 


Do not read 
page 34 in The 
American Magazine 
for February. 


(Signed) 


jb. 


_ 


Sylvania Names Stroben 


William D. Stroben, former ad- 
vertising and sales promotion man- 
ager of Thor Corp., has been ap- 
pointed advertising and promotion 
manager of the radio and televi- 
sion division of Sylvania Electric 
Products, Buffalo. 


Pearce Joins ‘TV Guide’ 

Ray Pearce, formerly on the ad- 
vertising staff of Seventeen, has 
joined the advertising department 
of TV Guide, New York, as a space 
representative. 


Census Bureau 
Issues Mid-Century 
Statistical Data 


WASHINGTON, Feb. 1—The mid- 
century edition of the “Statistical 
Abstract of the U. S.,” containing 
more than 1,000 tables of statistics, 
has been published by the Bureau 
of the Census 

The abstract covers such fields 
as population, agriculture, income, 


prices, business enterprise, manu- 
facturers and others. 


Copies are available from the 
Superintendent of Documents, 
Washington 25, D. C., or Com- 


merce Dept. field offices, for $3. 


Liggett Agency Promotes 2 

John F. Wilson, account execu- 
tive of Carr Liggett Advertising, 
Cleveland, has been named execu- 
tive vice-president of the agency. 
Eugene C. Sheeler has been named 
treasurer of the agency. He also 
will continue as a vice-president. 
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KWBU Appoints Harry Hayes 

Harry H. Hayes, formerly New 
York City and New England rep- 
resentative of Standard Rate & 
Data Service, has been named 
manager of KWBU, Corpus Christi, 
Tex., effective Feb. 1. 


Davis Gets Paint Account 

National Paint & Varnish Co., 
Los Angeles, has appointed Davis 
& Co., Los Angeles, as its agency 
Plans are under way for a cam- 
paign in which television will be 
the major medium 
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Trade Fair Set for 1952 


The second United States Inter- 
national Trade Fair will be held 
at Navy Pier in Chicago, March 
22-April 6, 1952. The second fair 
had been scheduled in Chicago for 
Sept. 10-23, 1951, but these dates 
were canceled because of “un- 
settled world conditions.” 


Silver Joins Smallen Agency 
Martin J. Silver, formerly with 

Geyer, Newell & Ganger, has 

joined Paul Smallen Advertis- 


Plans Harwood Whisky Drive 
Harwood’s Canadian blended 
whis'w will be pushed via 75- 
and 126-line ads in 42 daily 
newspapers in 31 cities during 
February and March by H. Harvey 
& Co., Baltimore, sole U. S. dis- 
tributor. The theme of the ads, 
which will run two and three 
times weekly in most papers, will 
be “when only the finest will do.” 
Copy will be directed to each city. 
For example: “In Chicago, when 
only the finest will do... they ask 
for Harwood’s Canadian, Canada’s 
Kaufman-Strouse 


Advertising, Baltimore, handles 
the account for Harvey. 
Berk Forms Own Agency 

Irving Berk, executive vice- 


president of B. D. Iola Co. for the 
past 15 years, has formed his own 
agency, Irving Berk Co., with of- 
fices at 551 Fifth Ave., New York. 
Accounts include a number of 
clients which Mr. Berk has serv- 
iced in the past: La Tausca Pearls, 
Home Style Food Products Co., 
Vanity Corset Co. and Anchor 


John Hymes Leaves WLAN 


John D. Hymes has announced 
his resignation as manager of 
WLAN, Lancaster, Pa., effective 
about March 1. Before joining the 
station he was with Biow Co., 
WNEW and CBS. 


Kahn Gets Bowling Shirts 

Bowling Shirts Inc., subsidiary 
of the Quaker Shirt Co., Kansas 
City and New York, has named the 
George N. Kahn Co., New York, 
to handle its advertising. Bowling 
Shirts is a new advertiser. 


ing, New York, as a copywriter. 


finest whisky.” Lumber Corp. 


Push two buttons on this midget control box, and today’s hottest jet fighter plane literally lands 
itself . . . a far cry from the days when devil-may-care pilots flew by the seat of their pants and a 
prayer! This automatic control isn’t big enough to crowd a wastebasket . . . it fits into the 
jammed cockpit of a jet fighter without one cubic inch of waste space. The complete system lets 
aircraft take off in any kind of weather . . . brings them home safely and sets them down 

surely within five feet of the runway. 


How many hands and minds worked out this miracle of avionics engineering? Physicists, radio 
and electrical engineers supplied the theories . . . technicians and designers boiled down the 
circuits to practicable size . . . chemists, metallurgists, plastics engineers formulated insulation 
and finishes to withstand salt spray, dust clouds, and temperature extremes . . . these and 
hundreds of others made their contributions. 


AMERICA WORKS LIKE THAT... | 


Pooling brains and ingenuity is a work method uniquely American. Here, every art, every science, 
every human skill has the incentive and the opportunity to add its bit of invention or insight to 
the greater whole. 


America can work like that because it has an all-seeing, all-hearing and reporting 
Inter-Communications System. 


Complete communication is the function, is the unique contribution of the American 

business press . . . a great group of specially edited magazines devoted to the specialized work 
areas of men who want to manage better, design better, manufacture better, research better, 
sell better. 


No country, or combination of countries in the world . . . has a business press that can compare 
in size, character, or ability to serve, with that of America .. . 


WHY WE HAPPEN TO KNOW... 


The McGraw-Hill business publications are a part of this American Inter-Com System. 


As publishers, we know the consuming insistence of editors on analyzing, interpreting, 
reporting . . . on developing universal acceptance of new ideas . . . on making sure that specialized 
information reaches interested people quickly and regularly. 


As publishers, we know that people pay to subscribe to business publications for the sole purpose 
of listening in on units of the American Inter-Com System. 


As publishers, we make the advertising pages of our business publications available for your 
communications with the people who make up your markets. 


McGRAW-HILL PUBLISHING CO., INC. 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


HEADQUARTERS FoR susitimess (wnrFoRrRmaTION 


Campbell Soup Signs 
Henry Morgan; Drops 
‘Show of Shows’ Time 


Campen, N. J., Feb. 1—Campbe!l 
Soup Co. has contracted for its 
own television show, becoming 
sponsor of “Henry Morgan's Great 
Talent Hunt,” 9 p.m., Fridays on 
NBC-TV. The show is now be- 
ing seen on some 30 stations, in- 
cluding some on the West Coast 

To make room for this show, 
Campbell is dropping its portion 
of the Saturday night “Show of 


Shows” within the next few 
weeks. 
The company, through Ward 


Wheelock & Co., Philadelphia, has 
contracted to sponsor Henry Mor- 
gan until June. No further TV 
plans have been made as yet. 

This is Campbell's first com- 
pletely sponsored show on televi- 
sion, and is expected to herald an 
expanded TV ad program, even 
though no official announcement 
has been made. 

The new show will be seen at 
9 p.m. for about six weeks, and 
then will move into the 9:30-10 
p.m. Friday slot on the same net- 
work 


Cottee Time Available 
in Boston Area Feb. 19 

Coffee Time Products of Ameri- 
ca Inc., Boston, has announced that 
starting Feb. 19 Coffee Time, a new 
carbonated beverage made from 
the extract of freshly roasted @pf- 
fee beans, will be available to c@n- 
sumers in the Boston area. Coffee 
Time is being packed in 16-ougfce 
no-deposit, non-returnable bottles, 
retailing at two bottles for 35¢. By 
March 1, the company plans to 
market Coffee Time as a syfup 
for soda fountains, candy, liq@id 
instant coffee and a seven-ouffce 
beverage size. Newspaper, ma§a- 
zine, radio and television cam- 
paigns are planned as markets @re 
opened. Harry Paul & Pym 
Boston, is the agency 

Rudy Vallee has been named @x- 
ecutive vice-president of Co p 
Time Products of America. He will 
travel throughout the country get- 
ting up franchises for Coffee Time 


U-Bet to Smallen Agency 


H. Fox & Co. has appointed Paul 
Smallen Advertising, New Yark, 
to handle advertising for U-Bet 
chocolate syrup and fruit syrups. 
Small space in seven newspapers 
in New York City and northérn 
New Jersey is being used, rt 
trade, point of purchase and ~ 
ect mail promotion. 


Louisville, 


Ky. 
JOE EATON, MGR.. 

| Represented Nationally by 

JOHN BLAIR & CO. | 
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Bayecs wise reahze... 


Nationally Represented by O'Mara and Ormsbee, Inc., 
and Metropolitan Sunday Newspapers, Inc. 


THERE'S ONLY ONE 
WAY TO DO THE JOB 


Schedule Editors’ Contest 


Deadline for entries in the 1951 
International Council of Industrial 
Editors Contest has been set for 
midnight, March 31. The competi- 
tion is sponsored by the Interna- 
tional Council of Industrial Edit- 
ors, and will be conducted by the 
Massachusetts Industrial Editors 
Assn. Entry blanks may be ob- 
tained by any industrial company 
from Wilbert L. Miller, New Eng- 
land Power Service Co., 441 Stuart 
St., Boston. 


in the rich Salt Lake 
intermountain market... 


TRIBUNE - 
TELEGRAM 


EVERYTHING AN 
ADVERTISER NEEDS! 


Nu-Enamel Names Sedgley 


Nu-Enamel International Corp., 
wholly owned subsidiary of Nu- 
Enamel Corp., New York, has 
named Raymond D. Sedgley, for- 
mer manager of Inter-American 
Orange Crush Co. and export man- 
ager of Liquid Carbonic Corp., as 
vice-president and general man- 
ager. 


‘True’ Names Robert Kennedy 


Robert Kennedy, formerly with 
Look, has been named associate 
advertising manager of True. New 
York. 


All different 


but how alike! 


ALLIS- CHALMERS @ 


JANUARY ws) 


2343536 
789wvonn 
4 15 % 17 BW 20 
2) 22 23 24 25 26 27 
28 2930 


No two of these calendars look alike ... but all have several 
important features in common. All were produced by Forbes... 
some from original idea to final mailing to the point of use. 

All were based on continuing studies of calendar effectiveness, 
All are for satisfied Forbes customers who agree,” You can 

give the job to Forbes and forget it.” Let the Man from Forbes 


vive you all the facts about our complete calendar service. 


FORBES LITHOGRAPH CO. 


> 
Wew FOeK. Cotvecame » BOSTON © cHicaco: socmrsree \ 


Leliets Merchandsing lapect- 


P.$. Hundreds of firms keep reminder advertising costs 
down by distributing Forbes - produced desk calen- 


dars like the ones illustrated at the left. Investigate! 


SKOL IS TOPIC—Charles S. Campbell, 
president of J. B. Williams Co., Glaston- 
bury, Conn., chats with Muriel Maxwell, 
| beauty editor of Vogue, during press 
| party at River Cluby New York. Mr. Camp- 
bell announced advertising plans for 
Skol, a new product, Skolex, and forma 
tion of Skol Research Institute, which will 
evaluate research on the effect of ultra- 
violet rays on the skin. 


Pennsylvania Gas 
Group Ups Budget 
in Competitive Fight 


PHILADELPHIA, Jan. 29—Members 
of the Pennsylvania Gas Assn. 
will step up promotional efforts to 
fight sales of electrical appliances 
in Pennsylvania in 1951 

Although there was no estimate 
of over-all expenditures set aside 
by member firms for such purposes 
in the coming months, sales and 
advertising efforts will be in- 
creased at least 25%. 
| Meeting here at a midwinter 
| sales conference in the Benjamin 
| Franklin Hotel, Jan. 26 and 27, the 
| association adopted a “Dig Deeper 
}in 51” theme for sales promotion 
| this year. 

Gerald Marrs, Gas Consumer Co., 
Harrisburg, chairman of the con- 
| vention, said the association mem- 
| bers plan to increase sales efforts 
despite a pending reduction of ma- 
terials by 25% 

He pointed out that there prob- 
j}ably will be more consumer re- 
sistance, also, thus necessitating 
| the extra sales efforts. 


an TV Viewing Gains 
|in N. Y., Pulse Reports 
Daytime televiewing in New 
| York for the month of December, 
| 1950, increased 34% over the Nov- 
ember level, Pulse Inc. reports. TV 
sets-in-use during the daytime 
| averaged 12.2 per quarter hour in 
| December, compared with 9.1 for 
the preceding month. Biggest gains 
were scored by afternoon pro- 
grams, where ratings have soared 
| 76% during the past year 
Pulse said television’s inroads 

were not made at the expense of 
radio, with listening in December, 
1950, at practically the same level 
as November, 1950, and December, 
1949. 


| 
3 Appoint Umland Agency 
Umland & Co., San Francisco, 
has been named to handle the ad- 
vertising of Carlton & Co., Oak- 
land, Cal., manufacturer of Magic 
curlers. Newspapers, supplements 
| and magazines will be used. The 
| agency also has been appointed to 
direct the advertising of Dy-dee 
| Wash, San Francisco diaper ser- 
| vice, and Four-Way Travel Ser- 
| vice, Oakland, Pacific Coast repre- 
sentative for a new non-scheduled 
airline offering flights to New 
York, Washington or Philadelphia 
at $69.95 plus tax. 


Agency and Client Mutually 
Agree to End Relationship 

Meldrum & Fewsmith, Cleveland, 
and National Supply Co., Toledo, 
have mutually agreed to terminate 
the agency’s services, effective 
April 30, 1951. The reason given 
was the competitive nature of cer- 
tain products made by National 
Supply and another client of the 
agency. 


Atmars Tool to Knollin 


Atmars Tool Co., Oakland, Cal., 
has appointed Knollin Advertising 
Agency, San Francisco, to direct 
its advertising. 
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To get the sales volume 


you need, get the facts of the 


Today’s pattern in retailing— 
fewer brands per classification, 
increasing reliance on self serv- 
ice; closer attention to turnover 
and volume—reveals the inade- 
quacy of “token” advertising. 

What retailers want to sell is 
what their customers want to 
buy. They cannot be expected 
to stock and push a line with 
only a smattering of advertising 
behind it. 

To keep up with the changes 
in retailing, advertising must 
build a consumer franchise—en- 
joyment of an important share 
of the day-in, day-out buying 
by consumers. It must bring 


enough pressure on consumers 


— Chicago Tribune 


to keep them buying your brand 
in the face of competitive pro- 
motion. 

To help advertisers in the Chi- 
cago market, the Chicago Trib- 
une has developed a sound pro- 
cedure that can develop the con- 
sumer franchise for your brand 
that will get it stocked and pushed 
by retailers. It is based on the re- 
tailer’s need and point of view. 
It results in larger orders and 
savings in delivery costs. 

Developed for use in Chicago 
and highly productive here, the 
plan can be used in any market. 
It gives you the benefit of the re- 
tailer’s own promotion without 
resort to deals or cut prices. It 


works in the big-unit field as well 
as in the packaged-goods field. 

Here is a plan that you can 
use to get immediate sales vol- 
ume. It can give you a strong 
market position for future expan- 
sion. It will strengthen your pres- 
ent methods. It will win the sup- 
port of your sales staff and dis- 
tributive organization. 

This is the kind of a program 
that has special appeal to execu- 
tives faced with high break-even 
points. If you want to know how 
it can be used in your business, 
a Tribune representative will be 
glad to tell you about it. Ask him 
to call. Do it now while the mat- 
ter is fresh in your mind. 


CHICAGO TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 


Chicago New York City Detroit 
E. P. Struhsacker W. E. Bates 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg. 155 Montgomery St. 


A. W. Dreier 


CHICAGO TRIBUNE REPRESENTATIVES: 
San Francisco 


Los Angeles 
Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 


1127 Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Dicks-Pontius to Wagenseil 

Hugo Wagenseil & Associates, 
Dayton, has been named to handle 
the advertising of Dicks-Pontius 
Co., Dayton, producer of all types} 
of glazing compounds. Trade pub- 
lications, direct mail and catalogs 
will be used. Consumer promo- 
tion also is planned. 


Edwards Agency Moves | 

Edwards Agency has moved its 
offices to 435 S. La Cienega Blvd., 
Los Angeles 


Gladding, McBean Curtails Copy Because 
1950 Ads Built Big Backlog of Orders 


Los ANGELES, Feb. 1—Last 
year at this time, Gladding, Mc- 
Bean & Co. announced plans to 
spend as much to advertise its 
Franciscan dinnerware as was 
spent by the seven top companies 
in this field in 1949 (AA, Jan. 9, 
50). 

The objectives outlined were: to 


| start a long-term program to make 


QUALITY...SPEED...ECONOMY | 


TANS LBBEAS| 
7ée AMERICAN LABEL CO 


{4.5 Seth 


. 
theeie hago’ 14, fitenee 


its name synonymous with din- 
nerware (surveys had shown the 
highest ranking dinnerware name 
was known to only 7% of the pub- 
lic); to sell the idea that Ameri- 
can-made china has all the quali- 
ty of foreign china; to prove that 
china could be promoted to create 


immediate sales (industry concept 
has been that china must be pro- 
moted on a long-term basis be- 
cause people buy “when they are 
ready to buy”). 


@ This year, the company’s ad- 
vertising will be slashed consider- 
ably for a number of reasons. For 
one thing, the factory is still be- 
hind on Franciscan earthenware 
orders placed last October. At that 
time, a month-long promotion was 
run on earthenware. Featured in 
advertising was an eight-piece 
“starterette” set. In addition to 
large space in national magazines, 
more than 2,000,000 lines of news- 


paper space were placed locally by 
dealers. (All local space is paid 
for by dealers.) Dealers were fur- 
nished a merchandising kit consist- 
ing of newspaper mats, ad layout 
suggestions, radio copy, publicity 
releases, counter and window dis- 
play material. 


@ Results were spectacular. The 
goal was sale of 150,000 starter- 
ette sets. Aetual sales were almost 
300,000 when they were shut off. 
A similar promotion of Franciscan 
Fine china, last spring, also re- 
sulted in an oversold situation. In 
that campaign, with a much small- 
er number of dealers, 1,000,000- 
plus lines of newspaper advertis- 
ing ran locally. 

Without having definite figures, 
the company estimates that cus- 
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The Media Scoreboard at right 
should open your eyes to the 


surprising hatful of 


advantages you get with Spot 
Movie Commercials. And here 
are a few more interesting 


facts: 


There are 14,750 theatres available, large and 
small, in almost all markets on a completely 


The Media no he at right 
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ovie Commer- 


selective theatre-by-theatre basis. They give 
you a total possible audience of 40,000,000! 


Every theatre selected screens your film at every 
full performance during every week for which 
Spot Movie films are scheduled. Local dealer 
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signatures provided if desired. 


Consider using Spot Movie Commercials. We will 
prepare theatre coverage plans for you or your 
agency without cost or obligation, Write, wire, or 
phone our nearest office for complete information. 


ovie Advertising Bureau 


MEMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. 


NATIONAL OFFICES NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 


KANSAS CITY: 2449 CHARLOTTE ST. © 


CLEVELAND: 526 SUPERIORN.E. © 
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tomers for starterette sets are 
mostly new, with a small percent- 
age of purchases being made for 
additions or replacements in sets 
previously purchased. These “new” 
sales are important because eight 
pieces can only be temporarily sat- 
isfactory. 


e For the year, dinnerware sales 
were substantially greater than in 
1949. How much of the oversold 
| Situation resulted from the fall 
promotion or from uncertainties of 
| present conditions is conjectural. 
| During World War II it was neces- 
sary to allocate production. This 
| history undoubtedly had some in- 
fluence on ordering by dealers. 


However, before the present 
mobilization program could be 
anticipated, wholesale buying, 


which runs two and three months 
ahead of retail sales, was very 
strong. This was attributed to the 
| strong advance push given the pro- 
; motion by the sales organization. 
| The total of 3,000,000 lines of local 
advertising is cited as evidence of 
| how effectively the national pro- 
| motion was sold to the trade. 

One of the results of the present 
continuing back ordering on or- 
ders of last fall is some loss of 
good will in the trade. Despite a 
sharp slash in consumer advertis- 
ing, Gladding, McBean & Co. plans 
to continue a stron¢ campaign in 
trade publications to regain good 
will. 


|@ The company believes it has 
proved that dinnerware sales can 
be promoted like those of any 
other item. Particularly is this true 
when large stores tie in with local 
promotion. 

Schedules will run in magazines, 
but plans are extremely flexible. 
The company wants to continue its 
long-range program to build the 
Franciscan name, brand recogni- 
tion and preference. The problem 
is to do this without selling while 
the plant is working on orders that 
are months old. Complicating this 
picture are uncertainties as to how 
mobilization will affect produc- 
tion. 

Tile products were also pushed 
strongly last year, with what are 
believed to be “soundest” results. 
Before 1950, the Gladding, McBean 
market was entirely west of the 
Rockies. The company now has 
distribution in 48 states. This mar- 
ket expansion is attributed largely 
to advertising. 


@ All tile is manufactured and 
shipped from Glendale, Cal. Thus 
it is not possible for Gladding, Mc- 
Bean to compete on a price basis 
east of the Rockies. Checks in the 
company's own salesrooms re- 
vealed that more than 75% of the 
people coming in either mentioned 
the ads in Sunset Magazine, or had 
a tear sheet or a complete copy of 
the publication 

Expansion of distribution was 
not contemplated when the 1950 
campaign began. It resulted from 
the demand created by the tile ad- 
vertising. Tile promotion will at 
least equal that of last year. 

Batten, Barton, Durstine & Os- 
born handled the account until re- 
; cently. West-Marquis is now the 
agency. 


| Written Consent Sought 
| for Names in Political Ads 


A bill has been introduced in the 
| Wisconsin state senate requiring 
referendums or written consent of 
persons whose names are used in 
advertisements for political candi- 
dates. The bill provides for a fine 
of $100 to $500 for candidates or 
campaign committees who insert 
names of persons in political ads 
without their consent. 


Nelson Joins Ross Roy 


Eugene W. Nelson, formerly with 
Denham & Co., Jam Handy Or- 
ganization, Timken-Detroit Axle 
Co. and Cadillac Motor Car Co., has 
joined the film copy staff of Ross 
Roy Inc., Detroit. 
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More is spent 
on a two-week 
vacation 


WR ES SE ITE LET TET 


Women who work have more money than time...and they spend more money than time on their vacations each year. 
They're not porch perchers... backyard sunbathers or summer-at-the-beach commuters. 
When they want to get away from it all they travel... by plane, train, bus and auto. When they fee! they need 
a new point of view, they pack a new piece of luggage with new dresses, new shoes, new accessories and new lingerie. 
When they're ready for a change of scenery, you can count on their craving a change of hair-do, a change of make-up, 
a change of perfume. Working women buy more, do more and go more places because they can afford more. 


Anyway you look at it, women who work mean more business to advertisers 


in the May two-weeks-with-pay* issue ( h arm 


“May closing dates: March Ist, 4c... March ISth, biw the magazine for women who work ...a Street & Smith Publication 
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: ‘Los Angeles Times’ Challenges Ad Lead 
of ‘Milwaukee Journal,’ ‘Chicago Tribune’ 


a which shut down the city’s three 


486 lines. The Press loss was ac- 
counted for in great part by the 
strike of mailroom employes 


New York, Jan. 31—The Mil- 
waukee Journal, with an increase 
of more than 3,500,000 lines (11% ) 


The Journal ranked first in 1944 
and 1945, was led by the Chicago 
Tribune in 1946-49 and now has 


dailies from Oct. 2 to Nov. 17. 
The largest gain among the top 
50 papers was registered by the 
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over last year's advertising total, 
S led all other newspapers in adver- 
wl tising during 1950, Media 

Records’ annual “First Fifty” re- 
.7 port revealed this week 


linage 


gone ahead again 

Forty-eight of the leading news- 
papers showed gains in advertis- 
ing during 1950, but the Pittsburgh 
Press showed a decline of 2,161,- 


| «Ca WREN 


7 The hight Spot im 
TOPEKA KANSAS 


WEED ££ COMPANY 


Wa 
ik 


Los Angeles Times (up 15% over 
1949). Since the end of World War 
II, the Times—which before the 
war figured in the top ten for a 
number of years, dropped to 34th 
in 1944 and dropped out of the 
list of 50 leaders in °45, ‘46 and 
*47—has climbed from 17th in 1948 
to seventh place in 1949 and third 
place in 1950. Because of the paper 
shortage during the war, the paper 
decreased its advertising revenue 
in order to meet demands of in- 
creased circulation. 


s Although the Chicago Tribune 
gained well over 1,000,000 lines 
during the year, it dropped to sec- 
ond place behind the Milwaukee 


. r . a . 
Leaders in 1950 ‘First 50’ List 
Total Advertising for Six- and Seven-Day Papers 
With ranking and linage for 1950, 1949 and 1940 
1950 1949 1940 
Milwaukee Journal a) 44,649,859 (2) 41.107.266 (6) 19.665.000 
Chicago Tribune (2) 43,179,051 a) 41,573,095 (3) 20.7 
Los Angeles Times (3) 39,831,792 @) 34,698.458 (9) 17.110,000 
New York Times (4) 39,574,371 (4) 36.0897 36 (2) 21.195.000 
Washington Star (5) 38,854,833 (3) 36,796. 885 a) 23,804,000 
Detroit News (6) 962 (10) 7 (4) 20.285.000 
Baltimore Sun (7) 36.292.120 (9) 34,379,208 (5) 19,926,000 
Miami Herald (8) 36,249,618 (5) 35,024.77 (20) 14,384,838 
Philadelphia Inquirer (9) 36,019,931 (8) 34,471,282 (10) 16. 369,000 
Houston Chronicle (10) 5. ql) 33,650,107 ° 14.697, 306 
*Exact ranking not available. 
Journal. The Washington Star fell the Philadelphia Inquirer was 


from third to fifth position with 
38,854,833 lines, while the Detroit 
News climbed from tenth to sixth 
with 36,962,387 lines. 

In general advertising the Chi- 
cago Tribune led the morning dai- 
lies with 5,171,689 lines. The New 
York Times was second in the 
morning field with 4,072,067 lines; 


ee Ts A . g 
* . wos : w 


17% 


Consistent advertising 
in GRIT stirs up a 


sales gain for this 
baking powder, 


% in 16,000 True Small Towns. 
a Proof again . . . that 
4 GRIT sells for its advertisers. 
— ~~ 
: i) 74 Te: iN 
Steady-income, smart-spending GRIT Families constitute a healthy market 
...97% buy regular flour, 81°; buy cake flour, 95% buy coffee, 91% buy hot 
* cereals, 90% buy syrup. 
$ Most important, they demonstrate their preference for GRIT-advertised 
brands where it counts the most ...at True Small Town Cash Registers! 
" ol ® — rete 
2 a ~ a vb 
Cin \. Cai dew $y 
PMG Wee ess ee ee 
a WILLIAMSPORT, PA 
Z| 


Ask the GRIT Representative 
for the GRIT Reader Survey 


Small Town America's Greatest Family Weekly 


— with more than 600,000 circulation 


third with 3,530,468 lines. 

The Chicago Daily News led all 
U. S. evening papers in general 
advertising with 4,156,830 lines. 
Two Canadian papers, however, 
paced it in this classification: La 
Presse, Montreal, had 4,431,320 
lines and the Toronto Star 4,206,- 
228 lines. Following the News 
came the Montreal Star with 3,- 
987,365 lines, then the Detroit 
News, with 3,914,397 lines, and the 
Philadelphia Bulletin with 3,909,- 
456 lines. 


@ With general (national) adver- 
tising in newspapers showing an 
increase over the past two years, 
the New York Sunday Times 
topped other Sunday papers with 
a total of 4,954,790 lines in 1950. 

The Chicago Tribune climbed 
from fourth to second place with 
3,350,739 lines of general ads and 
the Cleveland Plain Dealer 
dropped from second to third with 
3,280,725 lines for 1950. The New 
York Herald Tribune went from 
third position to fourth with 3,- 
163,092 lines. 

In all Sunday advertising, the 
New York Times gained more 
than 2,000,000 lines during 1950 to 
maintain its top spot with a total 
of 20,131,327 lines. The Chicago 
Tribune was second with 15,623,990 
lines, a 658,515 increase over 1949; 
the Cleveland Plain Dealer was 
third with 15,187,669 lines. 


e In morning newspaper linage, 
the Chicago Tribune was first with 
27,555,061, the Los Angeles Times 
a close second with 27,173,416, and 
the Miami Herald third with 26,- 
418,401. 

Among evening newspapers, the 
Milwaukee Journal led with 31,- 
201,346 lines, the Washington Star 
was second with 28,683,906, and 
the Detroit News third with 26,- 
612,988 lines. 


Voice of Democracy 
Winners Announced 


WASHINGTON, Feb. 1—The son of 
Gen. Carlos Romulo, Philippine 
delegate to the United Nations, 
was one of four winners of the 
annual “Voice of Democracy” con- 
test concluded today by the Na- 
tional Assn. of Broadcasters and 
the Radio-Television Manufactur- 
ers Assn 

Winners were: Ricardo Romulo, 
of St. Johns College High School, 
Washington; Marcia Anne Harmon, 
Del Rosa, Cal.; Norita Newbrough, 
Baton Rouge, La., and Robert A 
Burnett, St. Louis, with 1,500,000 
students from 30,000 high schools 
participating. The contest was the 
largest in the four-year history 
of the competition. 

Winners get TV sets, $500 college 
scholarships, and a week in Wash- 
ngton, to meet President Truman 
and other national figures 


Tele-Que Opens New Office 

A San Francisco office for Tele- 
Que Audience Analysis, TV re- 
search report published by Coffin, 
Cooper & Clay Inc., Los Angeles, 
has been opened at 260 Kearny St 


TWA Names Murphy 


Larry Murphy has been named 
public relations head of Trans 
World Airline in northern Califor- 
nia and the Pacific Northwest 
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WANT AD BOOTH—Included in the Chi- 
cago Tribune's new classified ad depart- 
ment are batteries of these gloss-en- 
closed, miniature offices for classified 
advertising solicitors, which are served 
by a new, five-position want ad switch- 
board. 


‘Chicago Tribune’ 
Begins Operating 
New Want Ad Setup 


Cuicaco, Jan. 30—The Chicago 
Tribune this week began fulltime 
operation of its redesigned classi- 
fied advertising depariment and 
its newly installed telephone sys- 
tem. 

The classified ad department 
now operates through its own 
five-position switchboard and con- 
tains specially designed booths for 
telephone want ad solicitors, new 
facilities for voluntary ad takers, 
a new training room and a new 
classified control center, from 
which ad copy can be sent to 
other departments via pneumatic 
tubes. 

The new equipment includes a 
device that permiis operator; to 
disiribute calls equitably an.ong 
those taking voluntary ads. This 
consists of an apparatus which 
enables a want ad solicitor to sig- 
nal the switchboard if she 
her desk and able 
cal's, and monitoring _ stations 
from which supervisors may study 
the sales techniques of solicitors 
without interfering with the con- 
versation. 


e@ As ad copy is written, it is 
channeled through a centrally lo- 
cated copy control table for check- 
ing by censors, who then dispatch 
it to the verifying department, ad- 
justing department or composing 
depar ment, as required, through 
pneumatic tubes. 

An imporiant addition to the 
classified room is a new type of 
glass-enclosed miniature office for 
advertising solicitors. The booths 
contain filing comp irtments, rec- 
crds, a copy box, desk space and, 
of course, a telephone. 

The papers new _ 12-position 
main switchboard has been sepa- 
rated from the classified switch- 
board to speed up service and its 
fulltime use climaxes a two-year 
analysis of the paper's telephone 
traffic and cons ruction and in- 


NO TYPE USED 


IN THIS AD! 
HONEST INJUN! 
fl 


This entire ad was set 
without a single stick 
of metal type 


HOW 


. the streamlined, scientific 


FOTOTYPE 
way! Speedy - easy - economical. Anyone can 
set type as fast as 15 characters a minute with 


FOTOTYPE. Slide die-cut cardboard letters 


ih. 
t 


into self-aligning composing stick. S 
preparation of copy for offset, planographing 
and photo engraving. Cuts typesetting costs. 
Wide selection of distinctive type faces. 


Write for free catalog. 


is at) 
to receive | 


stallation of equipment. The main 
board includes an automatic ring- 
ing mechanism, an audible “flash 
and recall” device and an electric 
call register to tally calls at each 
position. Last year, the Tribune 
handled 14,740,631 incoming and 
outgoing telephone calls. 


Blatz Will Sponsor 
‘Amos ‘n’ Andy’ on TV 

“Amos ‘n’ Andy” will make 
their television debut in a few 
months under the sponsorship of 
Blatz Brewing Co., a division of 
Schenley Industries, Milwaukee, 
Frank Verbest, Blatz president, 
has announced. Long a fixture in 
radio's top 15, the program will be 
televised over CBS through Wil- 
liam H. Weintraub & Co 

The television version of “Amos 
‘n’ Andy” has been in preparation 


Broadcasters Add Liberty 


Liberty Network has joined the 
Southern California Broadcasters’ 
Association, bringing its member- 
ship total to 54. 


for two years. The program will 


with 
roles 
and 


be filmed in Hollywood 
Negro actors playing the 
created by Freeman Gosden 
Charles Correll, who will super- 
vise the $40,000 production. Blatz 
will continue its sponsorship of 
the “Roller Derby” (ABC-TV) 
and “Broadway Open House” 
(NBC-TV) in some 20 cities 


WIND Names Bennett Scott 

Bennett O. Scott, account execu- 
tive with Station WIND, Chicago, 
for the past seven years, has been 
named local sales manager 


it takes and makes a better impression 


@No wonder Ticonderoga Offset 
is called America’s best paper 

for offset printing. Its surface- 

sized, fuzz-free finish brings out 

the true beauty of color... makes iayouts 
leap to life. Whether you print offset, 
lithography or sheet-fed gravure . . . with 
Ticonderoga Offset you're always sure of 
finest performance. For your next job... 


remember . . . specify Ticonderoga Offset. 


| Paper C 
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mrer r Ad 


220 East 42nd Street, 
New York 17, N. Y. 
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Metro Betters ‘50 Linage 


W. E. Hosac, president of Metro- 
politan Sunday Newspapers Inc., 
in a report to the board of direc- 
tors, said Metro has already sent 
to member publishers orders for 
more 1951 linage than they pub- 
lished all last year. Mr. Hosac also 
outlined for the board Metro’s new 
promotion theme, keyed to_ the 
line: “Make Metro your basic Sun- 
day buy.” Ads, placed by William 
Esty Co., will appear throughout 
the year in advertising publications 
and key newspapers 


TERNATIONAL 


TICANDEROG: 
OFFSET 


ERNATIONAL PAPERS 


for printing and converting 
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Edison Promotion 
Up 25% for 1951 


East ORANGE, N. J., Jan. 30 

5 Following tests in various markets 

in newspapers and radio and tele- 

vision, the automotive division of 
: Thomas A. Edison Inc. this spring 
be will initiate a large-scale local 
newspaper campaign supplement- 
ed by radio and television spots 
in heavy markets. 

No date has been set for launch- 
ing the consumer part of the com- 
pany's 1951 advertising schedule. 
However, the over-all campaign 
will total about over 1950, 
the company said. 

Included in the campaign 
be two-color, full-page copy in 
trade magazines to 
the sale of Edison auto- 
mobile batteries. Ads for the 1951 
both trade papers and 
will be built around 
baseball “batteries” of 
and catchers of years 
Gray & Rogers, Philadel- 
phia, is the agency. 


25% 
will 


automotive 


promote 


series In 
newspapers 
> famous 
pitt hers 
Pe gone by 


Injunction Against Certain 
Felienz Ads Denied 
A petition for an injunction to 
restrain the Fellenz Coal & Dock 
‘ Co., Milwaukee, from using certain 
: newspaper advertising because it 
ex? allegedly depicted the Negro un- 
_ favorably, has been denied by the 


Milwaukee circuit court. The ac- 
tion had been started by James W. 
Dorsey, Negro attorney, who 
claimed the advertisements por- 
trayed the Negro in caricature as 
“an old-time Uncle Tom” (AA, 
Nov. 20). 

The court held that an injunc- 
tion “would be an abridgement of 
the constitutional guarantees of 
free speech and publication.” The 
defendant, the court said, “assumes 
responsibility for the loss of pa- 
tronage if its advertising is offen- 
sive.” 


Starts Marketing Newsletter 

“CM analyst,” a new monthly, 
four-page marketing newsletter, 
has been launched by Standard 
Rate & Data Service, Chicago. It 
includes the total 1950 and 1949 
retail sales, by regions and states, 
with percentages of U.S. totals; 
percentage distribution of 1949 re- 
tail sales by regions, states and 
nine store classes, with April, 
1950, population percentages; and 
the first of a continuing series 
showing the relationship between 
manufacturers’ sales and consumer 
purchase values by merchandise 
lines. Subscription price of “CM 
analyst” is $10 a year. 


Purse Elects Worth V. P. 


Philip E. Worth, manager of 
commercial bank advertising and 
consumer and industrial accounts 
for the Purse Co., Chattanooga 
agency, has been elected a vice- 
president of the agency. 


CUT WASTE! — 
Every EZE-STIK 


Self-Adhesive Display 


WORKS for You 


silesmen 


clean, h 


space 


ard, smooth, dry 
surtace. Your salesmen pre 
fer to carry and put up these 
compact displays because 
they win top retail space 
Every point-of-sale locauon 


is an EZE-STIK selling 


EZE-STIK DISPLAYS 
ARE FOR 


Dealers’ Shelves Walls 


Show Cases Mirrors 
Counters Refrigerator Fronts 
Cash Registers Display Stands 
Windows Bock Bars 

Food Beverage Dispensers, etc 


Dept. AA 424 West 33rd St., New York 1, N. Y. 
1912 West Lake St., Chicago, Illinois 


Why spend money for printed displays 
that remain in distributor warehouses 


neglect to carry? 


EZE-STIK displays are really used because they 
require no water, glue, paste, tape, tacks or staples 
Simply peel off the protective covering from the 
self-adhesive and press the display firmly to any 
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The Creative Wan? Corner 


The Corner has frequently wondered 
whether it’s the advertiser or the agency who 
insists on “advertising that’s different’—so 


cans like the idea of being under pressure— 
even if it kills them. It’s a badge of distinction. 
The Aqua Velva ad—which you really have 


shrouded in technique. 


ment.” 


much prefer a single page in 


for having confidence 


automobile. 


in 


and dealer storerooms—and that even your own | 


| for loan of the film should be ad- 


day under pressure, and 


that simple buying information is clouded and 


These three ads, for example, have three 


legitimate products to sell. Yet, in The 
Corner’s opinion, legitimate information about 
them is either neglected or buried in an 


attempt to produce “an outstanding advertise- 


The Kaiser ad is startling—as a layout. But, 
as far as this car-buyer is concerned, he would 


that provided him with a number of reasons 
the 


The tea ad is equally startling—as a layout. 
But this poor wage slave, who works night and 
drinks 
coffee because he does, can’t for the life of 
him find a single reason in the whole ad why 
he should drink tea. Getting out from under 
pressure is not a matter of changing beverages, 
but changing jobs. On top of that, most Ameri- 


advertised—is, 


black and white 
ing 
Kaiser as an 

or their board 
ads for other ad 
gallons of 


message. 


this same fault. 


to read carefully to find out what is being 
in 
another example of letting technique get in 
the way of telling a simple product story. God 
knows, The Corner isn’t going to lose any 
wrinkles or change his beard back to a youth- 
ful black by splashing Aqua Velva over his 
face. He might use it, however, to keep from 
getting blackheads, or to close his pores on a 
cold winter's day 

The Corner sometimes thinks the advertis- 
profession is 
clients of wanting to advertise to themselves— 


frequently, admen themselves seem to create 
technique to the detriment 
These ads have not been singled out. They 


simply happened to be at hand. 
today, in The Corner’s opinion, suffer from 


The Corner’s opinion, 


too ingrained. It accuses 


of directors. But all too 


men—over-dressing them in 


of their selling 


Most ads 


PPE ELL LLL LLL LLL LLL LLL OO LLL LLL LLL 


wrorore 


To Address British Adclub 


William L. Batt, minister in 
charge of the E. C. A. mission to 
the United Kingdom and U. S. 
member of the defense production 
board of the North Atlantic Treaty 
Organization, will address the 
British Advertising Assn.’s Jubilee 
dinner at Grosvenor House, Lon- 
don, on Feb. 6. The dinner will be 
held to celebrate the 25th anni- 
versary of the association and will 
be a “curtain raiser” to the Inter- 
national Advertising Conference, | 
to be held July 7-13 in London. 


New Popai Film Available 

Point of Purchase Advertising 
Institute, New York, has an- 
nounced the availability of a new 
15-minute sound slidefilm, “Eye 
Catchers Are Sales Catchers,” for 
showings before advertising clubs, 
sales executives’ clubs, trade as- 
sociations and conventions. The 
film explains what point of pur- 
chase advertising is; its importance 
as a sales tool, and how it gets re- 
sults in the retail outlet. Requests 


dressed to J. Kingsley Gould, ex- 
ecutive secretary of the institute, 
16 E. 43rd St 


Joins ‘Family Circle’ 

William W. Wylie, formerly ad- 
vertising and sales promotion man- 
ager of Ten-B-Low Co., Colum- 
bus, O., has joined the Chicago 
sales staff of Family Circle. 


Atomic Shelters to Sconce 


Robert E. Sconce, Advertising, 
Tacoma, has been appointed to 
handle the advertising for Atomic 
Shelters Inc., new Tacoma con- 
cern set up to produce family-size 
precast bomb shelters of reinforced 
concrete. Initial advertising is ap- 
pearing in the Seattle Times and 
Tacoma News-Tribune. The shel- 
ters sell for $595 plus installation. 
Carter & Galantin Moves 

Carter & Galantin, Los Angeles, | 
lithography and point of sale dis-| 
plays, has moved its offices to its 


| own building at 1921 S. Flower St. ' 


NBC Names 3 to TV Staft 


National Broadcasting Co., New 
York, has added three salesmen 
to its network TV staff. They are: 
Robert E. Button, formerly of the 
spot sales department; Lance Bal- 
lou, of the planning and research 
division, and George L. Ogle, pre- 


viously with American Assn. of 
Advertising Agencies 


Appoints Warwick & Legler 

Warwick & Legler, New York, 
has been named by Los Angeles 
Brewing Co., Los Angeles, to han- 
dle the advertising for Eastside 
beer. 


Drug 


& Cosmetic 


INDUSTRY 


Covers an industry that is 
making its own brilliant 


future through research 


Also Publishers of Beauty Fashion 
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You've got to have a good guide 


to take you through... 


Wier an advertiser first moves into tele- 
vision he is entering a strange and great new 
world. 


It is a world in which the possibilities for 
reward are equalled only by the number of 
pitfalls. It is a world... 


. .. in which a thorough knowledge of radio ad- 
vertising is not enough. For television is NOT 
a “‘new kind of radio” —it is a separate, distinct, 
and utterly different medium of communication. 


...in which a big audience is not so hard to 
get .. . for one show. But a LOYAL audience is 
one of the hardest things to keep—uniless the 
advertiser who is using television knows and meets 


all his responsibilities to that audience. 


...in which there are several ways to buy a 
program—and choosing the wrong way can be 
expensively fatal. 


. .. in which an understanding of ONE form of 
entertainment is not enough. For television is 
EVERY form of entertainment—circuses and 
concerts, vaudeville, theaters, and movies, lec- 
tures and newsreels and forums—all funneled 
down to a small picture in a family living room. 


To avoid the pitfalls and reap the rewards 
calls for a good guide . . . an advertising agency 
that has gone into television thoroughly. 


Such an agency has not been afraid to make 


mistakes, but has learned from every mistake 
it has made. It has not been afraid to make the 
substantial investment required to meet the 
problems of this medium. And by meeting them, 
it has come to be accepted as a leader in this field. 


It is worth remembering, too, that in tele- 
vision as in all advertising, the most experienced 
guide costs no more in terms of agency service 
than the least experienced. 


YOUNG & RUBICAM, INC. 
ADVERTISING 


New York Chicago Detroit Hollywood 


Montreal Toronto Mexico City London 


San Francisco 
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NAB Sets Number 
of Radio Families 
at 41,902,700 


WASHINGTON, Feb. 1—The 
tional Assn. of Broadcasters 
leves the number of radio families 
on Jan. | may have been 41,902,- 
700. This would be an increase of 
1,201,000 in a vear 

NAB’s estimate was obtained by 
applying a 95° ownership factor 
to a family count of 44,108,100 used 
by Sales Management; The 95% 


Na- 


be- 


Don't miss your big opportunity . . 
for profits from the Quad-City 
effective buying income of $418,578,000*. 


If you're in THE DAVENPORT NEWSPAPERS, 
you're well aware of this booming, buy-conscious 
Quad-City market. You're one of hundreds of 
national advertisers who are reaping rewards reg- 
ularly from advertising dollars well invested! 


If you're not in THE DAVENPORT NEWS- 
PAPERS, it’s high time you came into the profit 
picture. You're missing something! Team up 
with THE DAVENPORT NEWSPAPERS now 
— the only newspapers with home-delivered 
circulation on both the lowa (Davenport) and 
Illinois (Rock Island, Moline and East Moline) 


sides of the Quad-City area. 


RETAIL SALES 


Davenport $116,266,000 
Rock Island 51,594,000 
Moline 57,121,000 
East Moline 10,556,000 

Total $235,537,000 


THE DAVENPORT NEWSPAPERS HAVE 99% SATURATION IN 
DAVENPORT PLUS 10,000 HOMES IN ILLINOIS WITH THE 


EFFECTIVE BUYING 


ownership factor is based on a 
comprehensive study by Broad- 
cast Measurement Bureau in 1948 

NAB's research director, Dr 
Kenneth Baker, said the industry 
is generally agreed that the 95% 
factor should be used until the 
radio count from the 1950 housing 
census is published later this year 


To ‘Tool & Die Journal’ 

Jerry J. Miller, formerly branch 
sales manager of the Flying Tiger 
Air Freight, has joined the sales 
staff of Tool & Die Journal, Cleve- 
land 


Fox-Shulman Appoints Two 

Dennis J. Cawley has been 
named manager of the Chicago 
office of Fox-Shulman Inc., pub- 
lisher of Corsets & Brassieres, 
Model & Hobby Industry and Mod- 
ern Living. John L. Cooney has 
been appointed manager of the Los 
Angeles office. 


Resigns Morrell Post 


A. B. Collier has resigned as 
vice-president and director of sales 
of John Morrell & Co., Ottumwa, 
Ia.. Red Heart dog food. He has 
been granted an indefinite leave 
of absence. 


| ARE YOU MISSING 
SOMETHING? 


SCORE BIG PROFITS 
in the Rich Quad-City 
Market with 


. in shooting 
market with its 


NN 


—- 


INCOME PER FAMILY ¥S 
Davenport $6,213 

Rock Island 5,703 — 

Moline 5,938 . 

East Moline 5,243 OF 


WEEK-DAY TIMES AND THE SUNDAY DEMOCRAT. 


* Copr 


Da 


195! Sales Management Survey of Buying Power. 
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Paiamoual — WOW SHOWING 
eee eel onic 


INNOVATION—Paramount Pictures Corp. 
Star Jan. 17, first time it has 


ran this test ad in the Weekly Kansas City 
ever tried an area promotion. 


“Weekly Star’ Develops Merchandising Plan 
for Rural Premieres of Paramount Movies 


Kansas City, Mo., Feb. 1—Mo- 
tion picture companies have a new 
medium to promote their pictures, 
thanks to the Weekly Kansas City 
Star. 

Until last month, the Weekly 
Star and few, if any, other re- 
gional farm publications have ever 
carried movie ads. Now, an adver- 
tising and merchandising test 
worked out by the Weekly Star in 
cooperation with Paramount Pic- 
tures Corp. has proved that a 
regional or state farm paper is an 
effective medium for a film com- 
pany to use. 


James L. Barrick, ad chief of 


the Weekly Star (and national ad- 


vertising manager of the Kansas 
City Star), who developed the 
promotion in cooperation with Sid 
Medilov, Paramount's exploitation 
manager in New York, and James 
Castle, division promotion director 
of Paramount, told AA how the 
plan worked: 


es “Great Missouri Raid,” the 
movie chosen for the test, was a 
‘natural” for the Weekly Star's 
area (Missouri, Kansas, Arkansas 
and Oklahoma). The farm paper 
wrote to theater owners in the 
area to explain that Paramount's 
new film would be announced in 
the publication in mid-January, 
with the movie company's seven- 
column ad listing all theaters in 
the area that would show the film 
and the date of each showing 

The Weekly Star and Paramount 
provided kits of promotional mate- 
rials to the theaters, Paramount 
sending regular materials for “pre- 
miere” showings and the farm 
paper sending merchandising pack- 
ages that included for each theater 
owner data on the exact coverage 
provided in his county by the 
Weekly Star ad. Through the ad, 
it was stressed, a large percentage 
of the theater’s potential farm 
audience would be reached directly 
at about the time of the premiere. 


@ The campaign brought in 217 
theaters, which Paramount re- 
portedly considers a large num- 


ber for such an area, particularly 
in view of the problem of clearing 
dates in many theaters at one time. 

Crowds attracted by the Jan. 17 
ad (showings followed at various 
times in the next few days) appear 
to have been large, and Paramount 
has plans to continue to use the 
Weekly Star for similar promotion 
of other films in the four-state 
area. It will also be able to tie in 
similarly with state farm papers 
elsewhere. 


Excel Garment Names Cook 

Florence Z. Cook, formerly pub- 
licity director and account execu- 
tive of MacKenzie Inc., Minne- 
apolis, has been appointed to the 
newly created post of manager of 
publicity, advertising and pub- 
lic relations of Excel Garment Mfg. 
Co., Minneapolis. 


William McKenna to DC&S 

William C. McKenna Jr., form- 
erly with Duane Jones Co., has 
joined the copy department of 
Doherty, Clifford & Shenfield, 
New York. 


public relations 
by JEREMY 
KIRK 


“Does for public reletions what ‘The Huck- 
| Sters’ did for advertising “’—John Barkham, 
| Seturdey Review of Literature Book Service 


At Bookstores Everywhere $3.00 
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By STANLEY E. COHEN 


Fortunately for Advertising. 
Cost-Type Contracts Are Few 

WASHINGTON, Feb. 1—The ad- 
ministration’s anti-inflation “pack- 
age” of Jan. 26 contained more 
than a price-wage freeze. For ex- 
ample, there is an order from Mob- 
ilization Chief Charles Wilson in- 
structing the Defense Production 
Administration to channel mate- 
rials into low-price and medium- 
price consumer goods. 

This order, sought by Price 
Stabilizer Michael DiSalle, clears 
the way for extensive program- 
ming of consumer goods produc- 
tion. In defense of it, Mr. DiSalle 
Says price contro] deals only with 
symptoms; that production of low- 
price and medium-price items is 
needed to help reduce inflationary 
pressures. 

Similar techniques were intro- 
duced toward the end of World 
War II, after moderately priced 
men’s white shirts disappeared. 
When OPA investigators discov- 
ered that the fabrics were escaping 
into profitable sportswear, they 
used WPB’s contro] over fabrics 
to get the white shirts back onto 
the market. 

This time the implication is 
broader. During World War II 
there was no material for con- 
sumer hard goods. Now there will 
be some hard goods, but not 
‘nough to assure balanced produc- 
tion. The Wilson order is notice 
that Defense Production Admin- 
istration intends to have a lot to 
say about the way the civilian 
share of the materials supply is 
used. 

+ + - 

Appliance manufacturers. meet- 
ing with National Production Au- 
thority Monday, reported their 
production holding up well, thanks 
to substitutes for steel, aluminum 
and copper ordinarily used. Ap- 
pliance people hope to squeeze 
through the second quarter, de- 
spite tightening materials mar- 
kets. They feel NPA should let 
them produce until theu get de- 
fense contracts. Otherwise, they 
will lose their labor. 

+. 7 . 

Th Senate’s finance committee 
is studying a broadened renegotia- 
tion law. Though highly technical. 
renegotiation is important to ad- 
vertisers and media, because the 
renegotiation boards have a lot to 
say about the amount of money 
that defense contractors will spend 
to keep their names before the 
public. 

Under the bill, renegotiation 
would apply to all defense con- 
tracts in excess of $100,000. It takes 
place where there is evidence of 
unusual profit, and is not to be 
confused with “pricing,” which is 
the process of writing cost-type 
contracts. 

As passed unanimously by the 
House last week, the pertinent por- 
tions of the act are virtually iden- 
tical with World War II practice. 
Before determining “profit,” rene- 
gotiation boards permit the con- 
tractor to deduct as “cost” just 
about everything that would be 
acceptable as cost for tax purposes. 

In “in pricing” cost-type con- 
tracts, very little advertising is 
allowed as cost, and ads by cost- 
type contractors must come out of 
profit. Fortunately for advertisers 
and media, the cost-type contract 
is a very small percentage of the 
total. 

2 e + 

Don't plan on distributing any 
advertising specialties involving 
tin. They are on the “forbidden 
list” as tin is one of the most 
stringently controlled materials. A | 


a 


Editor 


series of orders last week makes 

tin available only by specific NPA 

allocation. Tin for bottletops and 

collapsible tubes is also controlled. 
° s . 

Sen. Ed Johnson (D., Colo:), 
chairman of the interstate com- 
merce committee, thinks the Su- 
preme Court's decision in the 
Standard Oil of Indiana case opens 
the way for settlement of the long 
pending “basing point” battle. 

In this decision, Supreme Court 
Says there is no price discrimina- 
tion if the seller gives a special 
price to a favored customer in or- 
der to meet the bona fide offer 
of a competitor. 

Senator Johnson and other sen- 
ators—including Pat McCarran 


(D., Nev.), Herbert O’Conor (D., 
Md.), Kenneth Wherry (R., Neb.) 
and Homer Capehart (R., Ind.)— 
will push a one-paragraph bill 
(S. 719) which writes the gist of 
the Standard Oil decision into law. 
“This is a complete solution,” 
Senator Johnson says. “Whenever 
a seller absorbs freight to meet 
the lower price of a competitor who 
is located nearer to the buyer, he 
is not doing anything other than 
reducing price to meet the equally 
low price of a competitor.” 
Johnson's team anticipates an 
easy victory. But there will be a 
fight. Sen. Paul Douglas (D., Ill.), 
who led the anti-basing point bat- 
tle last year, charged that senators 
are always trying to nullify Su- 
preme Court decisions against big 
business, ratify those for big busi- 
ness. It looks like “heads the peo- 


ple lose; tails the monopolists 
win,” Douglas said. 
. e *e 


FCC Commissioner George Ster- 
ling warns that TV manufacturers 
are still sell ng electronic booby 
traps. Shield ng and filtering of 


ask the man who OWhsS one 
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(512K 


COATED STOCK) 


WRITE to Dow for « copy of 
the Packerd folder printed on 
latex 512K coated stock. See 
why most of the country's largest 
users of literoture prefer paper 
cooted with SI2K, A DOW 
LATEX. 


some current sets is so bad, he says, 
that sets are becoming an increas- 
ing menace to airports and to other 
TV sets. He credits Radio-Televi- 
sion Manufacturers Assn, with 
progress in the effort to improve 
quality, but he says there is much 
to be desired. 

Some time ago, FCC Chairman 
Wayne Coy warned that FCC may 
have to license sets unless manu- 
facturers overcome interference 
problems. 


Campbell Leaves Don Lee 
Patrick W. Campbell, vice-pres- 
ident in charge of station relations 
for Don Lee Broadcasting System 
since 1943, has resigned, effective 
Feb. 1. Prior to joining Don Lee, 
Mr. Campbell was general mana- 
ger on the West Coast for the 
World Broadcasting System. 


Thomson Names Mulligan 


Thomson Co., Galt, Ont., pub- 
lisher of the 12 Thomson dailies in 
Canada, has named Ralph R. Mul- 
ligan as its United States adver- 
tising representative in New York, 
Chicago and Detroit. 


49 
KNX Appoints Donahue 


Jack Donahue, formerly direc- 
tor of advertising, publicity and 
public relations of California Cen- 
tral Airlines, has been named 
merchandising director of the 
KNX, Los Angeles, Housewives 
Protective League. He succeeds 
Roland Kay, who was recently 
named an account executive of 
KNX-Columbia Pacific Network. 


WTAG Appoints Three 


Herbert L. Kreuger, commercial 
manager of WTAG, Worcester, 
Mass., has been named station 
manager. Robert J. Brown, local 
sales manager, has been appointed 
to succeec Mr. Kreuger as com- 
mercial manager. Richard L. Grav- 
el has been named to replace Mr. 
Brown. 


SiMPSON-REILLY, LTD. 
Publishers Representatives 


since sore 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


Hi ith a nod to the Packard 
Motor Car Company for the adaptation of 
their famous slogan, we say, “Ask any 
man who has used stock coated with 


512K, & DOW LATEX.” Advertising 
men, as well as the printing trade, have 


realized the superior qualities of 512K 


KR VE! 


coated stock. This is indicated by its ex- 


tensive use throughout the industry wher- 
ever the very finest printing results are 
mandatory. Take the Packard literature 
shown below as an example. Packard re- 
quired a real “show stopper” to herald 


the arrival of their new models- 


and to 


do an impressive selling job on this all- 


capturing 


i 


important announcement 
stock was used. In four-color reproduc- 
tions, such as these, the process colors 
dry thoroughly into the surface becoming 
an actual part of it with the result that 
none of the tone values are lost. The high 
degree of ink receptivity permits each 
half-tone dot to print clearly and sharply, 


illustration. 
curate reproductions, higher gloss and un- 

usually fine flexibility you can’t beat stock — 
coated with 512K, A DOW LATEX— ~ 


Ask the man who has used it! 


512K coated 


vere 


every delicate detail of the 
Yes, for exceptionally ac- 


Coatings Section 


Plastics Division, Dept. CLPK-2 
THE DOW CHEMICAL COMPANY 


MIDLAND, MICHIGAN 


New York * Boston + Philadeiphic « Washington « Ationta 
* Cleveland + Detro# « Chicago © St. Louis © Houston © 
Son Francisco * Los Angeles ¢ Seattle 
Dow Chemico! of Canada, Limited, Toronto |, Conoda 
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PHOTOGRAPHIC 
REVIEW 


River Packers Aveo 
Sl yepe Reew 


AT PORTLAND MEETING—Botsford, Constontine & Gardner held ao “night in tele 
vision” dinner, part of a two-day meeting of staff members from the agency's San 
Francisco, Portland, Ore., Seattle ond New York offices, in Portland, a city without 
@ TY station. Present at the dinner were (left to right) David M. Botsford, agency 
president; George |. Moskovics, CBS television division, Los Angeles, the main 
speaker; John Buker, BC&G account executive in San Francisco, and Mitchell Heine- 
mann, vice-president in charge of sales, Jantzen Knitting Mills, Portland, a BC&G 


\ 


T-CUP QUEEN—Flora-Jean Seaman was selected Tea Queen at the Tea Industry's 

Turn to Tea celebration at the Hotel Governor Clinton, New York, of which Shepard 

Henkin (left) is advertising and pr t ger. Bill Treadwell, the Tea Indus- 
try's director of information, is pouring. 


MISSING—The little bear so happily joining the party in the Ave., Hollywood, and though inquiries have been made among 
top picture never mode the grade. The cutout has disappeared local Bears and Bruins football teams, no trace of the bear has 
from the Log Cabin bread poster at Vine St. and Willoughby been found. 


REDESIGNED—The cup with the famous 

“last drop” has been blown up from less 

than an inch to a dominant position on 

new packages for General Foods’ Max 

well House coffee for quicker identifica- 
tion of the product 


THE QUILL—Pau!l Wooton of Chilton Publications, chairman of the Society of Bus- 


DISTRIBUTION OF THE 1950 OT Mn — 


REPORT—The 150 ployes of Needh lovis & Brorby, Chi- Celeste Connolly, Ellen Mueller and Eve Daniels are Howard M. DOUBLE TAKE—John K. McDonough, left, director of sales, television receivers, Syl- 
cago, are given a report annually on the agency's financial Brenneman, controller, and Max D. Anwyl, treasurer. The chart vanio Electric Products, and M. F. Balcom, chairman of the board, pose with a couple 
operation, and one of the exhibits at this year’s staff meeting was — shows that 74% of gross income was paid to employes in salo- of lovelies during a television distributors’ meeting in Buffalo. The girls: model 
this pie chart showing expenditures. Explaining the figures to ries, profit sharing, pensions and dividends in 1950. Alice Wallace, live, and as she app in the Sylvenie display piece. 
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G. D. Crain Jr. Says... 


Competition’s Strong Right Arm 


An interesting sidelight on the 
Twentieth Century Fund’s new 
survey on “Monopoly and Free 
Enterprise” (AA, Jan. 29) is that, 
while its authors were expressing 
great concern over the part ad- 
vertising plays in creating econom- ' 
ic concentration, a representative | 
of independent business was em- 
phasizing the function of adver- 
tising in providing effective com- | 
petition with the biggest in its 
field. 

In the same issue in which the 
latest report in the Twentieth 
Century Fund’s series on monop- 
olies and cartels was reviewed by 
ADVERTISING AcE, Rodman W. 
Mo-r‘ead Jr., vice-president and 
adver.ising director, Brown-For- 
man Distillers Corp., of Louisville, 
was quoted as saying: 

“Advertising for the small con- 
cern is always good business in- 
surance. Advertising allows the 
small independent to keep fighting 
for his share of the market... Al- 
though he might be out-advertised 
in total dollar volume, he certainly 
can hold his own on any single 
brand.” 


@ Actually, the free access to ad- 
vertising facilities available in 
this country—on a local, regional 
or national basis—provides the 
greatest protection for independent 
business and the greatest oppor- | 
tunity for it to move ahead in vol- | 
ume and competitive position. 

And while some critics of busi- 
ness, like those who discussed cig- 
aret advertising for the Twentieth 
Century Fund, are in favor of 
government intervention to limit 
the advertising of those who enjoy 
top position in popular acceptance 
and demand, the independent, 
through the availability of adver- 
tising to promote his own brand, 
can often successfully challenge 
any smug assumption of invulner- 
able position with consumers. 


ws In fact, the analysts of the cig- 
aret industry, who seemingly 
regard the popularity of Camel, 
Lucky Strike and Chesterfield 
as somehow inimical to the public, 
suggest a higher tax on the popu- 
lar-price brands to give the lower- 
price cigarets a competitive ad- 
vantage. Yet when this suggestion 
appeared, it followed close on the 
heels of a report by Business 
Week showing that in 1950 both 
Lucky Strike and Chesterfield had 
lost substantially in share of mar- 
ket in that year, while Philip 
Morris, Pall Mall, Old Gold, Kool 
and many other lesser brands had 
gained at a great rate in the same 
period. 

That certainly suggests that 
volume of advertising alone is not 
enough, and also that the cigaret 
field is highly competitive, and 
wide open to successful attack by 
companies which can produce a 


CAPTURE THE 
15 BILLION DOLLAR 


NEGRO MARKET 


WITH THIS POWERFUL 


| 


NATIONAL NEWSPAPER 


Over 1,500,000 Negroes, the cream of a 
$15 billion Negro market that buys what 
you have to sell, read the new Courier 
regularly. The Courier, America’s most 
complete weekly newspaper, represents 
your best bet for capturing your share of 
this vast and loyal market. And, now, 
with an addition of an 8-page. 4-color 
comic section and a 16-page magazine 
section, the Courier is even more com- 
plete, better able to carry your message 
into the homes of the vast Negro market. 
There's real money in the Negro market 
—be sure you get your share—advertise 
our products in the new Courier. For 
‘ull details write 


INTERSTATE UNITED NEWSPAPERS 
545 Fifth Avenue, New York 


good product, made attractive 
through the right kind of advertis- 
ing, regardless of what the pre- 
vious acceptance of established 
brands may have been. 


e The Twentieth Century Fund 
writers, like the authors of many | 
so-called consumer reports, seem | 
to be obsessed with the idea that! 
the public should use more low- 
price cigarets, and that comething| 
should be done to weaken the ap-| 
peal of the popular brands. 

Yet in the days of cigaret short- 
ages during the last war, every 
brand on the market was liberally 
sampled to new consumers, be- | 
cause they bought whatever was 
available, both high-price and 
low-price. After the war they re- 
turned to their former favorites | 
with enthusiasm and gusto. Ap-' 
parently the public likes the prod- | 


ucts the successful cigaret compa- 
nies make just as well as it likes 
their advertising. 

A rather ironical twist to the 
thesis developed in the report, 
that advertising helps to promote 
monopoly and thus raises the cost 
of goods to the public, was the re- 
port, likewise in the same issue of 
ADVERTISING AGE, that the Dr. Pep- 
per Bottling Co. 
Coca-Cola Co. in federal court, 
alleging that the maintenance of a 
5¢ price on the leading carbonated 
beverage of the world is in re- 
straint of trade! Here the picture 
is presented of the alleged mo- 
nopolist using his power to give 
the public a lower price than 
competitors think he _ should 
charge 


@ Advertisers as well as consum- 
ers recall the efforts of the 
William Wrigley Jr. Co. to hold 
the chewing gum price line at 5¢ 
during the last war, although ad- 
mittedly costs had gone up and 
competitors had no trouble in 
selling their products, in view of 


was suing the! 


the short supply, at higher prices 
than the standard previously 
maintained for this type of con- 
fection. 

The Wrigley 
Coca-Cola today, knew that its 
market position is protected not 
only by a good product and good 
advertising, but by the great con- 
venience represented through 
selling at a low, established, one- 
coin price. It was willing to sacri- 
fice temporary profits in order to 
maintain a broad market position 
based on the public’s familiarity 
with and acceptance of the stand- 


company, like 


jard price of 5¢ for a product of 


known quality and value 

This is good business, in the 
long run, and certainly is good for 
the public. It also suggests that 
those who have built a top posi- 
tion in the market place prize 
their good will and public accept- 
ance even more than they do 
temporary high prices and exces- 
sive profits 

What does the Twentieth Cen- 
tury Fund make of that? 


Advertisers in Practical Builder get more than 
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Sets Newspaper Campaign 
Griffon Cutlery Corp, New 
York, in addition to its regula: 
magazine promotion, will feature 
its scissors and shears in news- 
papers throughout the country 
Starting Feb. 11, ads will appear 


in Atlanta, Boston, Charlotte, 
Cleveland, Detroit, Minneapolis, 
Philadelphia, San Francisco and 


other market areas. The campaign 
will run weekly until April 24. 


Ayer Names Sleeper, Evans 

Carol H. Sleeper, formerly with 
Doherty, Clifford & Shenfield, has 
been named time buyer in the 
radio and television department of 
N Ayer & Son, New York. 
Alan S. Evans, formerly in Ayer's 
Detroit office, has been trans- 
ferred to the plans and merchan- 
dising department of Ayer's 
Philadelphia office 


Gets Coffee Account 

Duncan Coffee Co., Houston, 
has appointed Tracy-Locke Co., 
Dallas, to handle advertising for 
its Maryland Club coffee. Sched- 
ule calls for test marketing in a 
number of areas 


When you're in PB you're in! 


page-by-page participation in the leading publication 


in its field. They get top-tier approval by builders who 


count ...the ‘‘first-nighters” in the light construction 


industry. When they're in PB they're in! 


Call it social acceptance; call it blue blood; 


call it prestige; 


call it anything you want. 


practical builder) has it. And advertisers who use it 


get it...and know it! 


| © INDUSTRIAL PUBLICATIONS, INC. CHICAGO 
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Oldsmobile 98’s Budget $8,000,000; 
Auto Industry Cheered by Prospects 


Super 88 Olds Planned; 
Credit Curbs Hurt Sale 
of Low-Price Cars Only 


the major portien of the promo- 
tional funds, he said that a full 
schedule will be carried in maga- 
zines, television, radio and outdoor 
posters. 

The drive is already under way: 
“pre-announcement” ads _ featur- 
ing a “i951 baby” on a rocket al- 
ready have appeared in 550 daily 
newspapers. Various other news- 


Detroit, Feb. 2—Oldsmobile di- 
vision of General Motors Corp. 
will spend about $8,000,000 pro- 
moting its 1951 models of the 
98 series, G. R. Jones, general 


sales manager, announced this papers will carry the same ad 
week during February, tied in with the 
While newspapers will receive local dealer's announcement plans 


Ri FOR GROUP COUPON HEADACHES! 


As specialists we quickly process your reader service coupons at a fraction 
of your present cost! One industrial publisher saves a thousand dollars a 
month. For details contact the only processing firm in the group inquiry 
business. 

READERS’ REPLY SERVICE 


115 Bedford Street New York, N.Y. 


Some magazires ‘also carried 
Oldsmobile pre-announcement ads 
in January, and spreads and pages 
in full color will be used in maga- 
zines early this month to announce 
the 1951 line. Mr. Jones declined 
to list magazines to be used be- 
cause of some realignment in this 
medium. 


@ The largest announcement out- 
door poster campaign in Oldsmo- 
bile’s history will be used between 
Feb. 10 and March 15, when 7,200 
boards will be used, coast to coast. 

Oldsmobile also used radio spots 
over 168 stations for 10 days pre- 
ceding the Jan. 31 announcement 
and will follow up with 20-, 30- 
and 60-second announcements on 
a like number of stations in Febru- 
ary. 

A similar pre-announcement ser- 
ies of television spots has been 
appearing over 38 television sta- 
tions, and “Douglas Edwards and 
the News” and Sam Levenson tele- 
vision shows will be used to pro- 
mote the models. The Edwards 
show previewed new models Jan. 


30 over a 17-station network. 


s Meanwhile, Oldsmobile produc- 
tion and sales continue to run far 
ahead of the same period of 1950. 

It also develops that Oldsmobile 
plans to add another model to its 
line in a few months. Currently, 
the company is producing the 98 
and 88 series. A new Super 88 will 
be introduced in the spring, it was 
learned. 

The Series 88 is the real money 
maker of the Oldsmobile line and 
this car hasn’t been introduced yet 
in 1951 wrappings. 


limited to face-lifting and a few 
refinements to motor and springing 


features, which included abandon- | 
ing the four-coil spring idea and | 


returning to leaf springs in the 
rear. 

D. P. Brother & Co., 
the Oldsmobile agency. 


Detroit, is 


s Meanwhile, the various automo- 
bile companies are finding produc- 
tion holding up much better than 
had been anticipated. The 618,000 


“T may say that the decision was 
" said Mr. Don 


Jordan, president of Johnson- 


unanimous, 
Carper Furniture Co. Inc., “and 
this expresses the common viewpoint.” 
The furniture industry's “Nan of the Year 
for 1950” continued, “This publication 
does everything on the scale of the typical 
homemaker ; the houses are real; the things 


in them are real; the people are real. 


If progress is to be measured, 1950 saw this young 


publication emerging full blown. 


The Dorothy Dawe Award in the Magazine Class 
for 1950 goes to Edith Brazwell Evans, Editor 
of LIVING FOR YOUNG HOMEMAKERS.” 


rnetii, 


ras 


To Edith B 


LIvING 


FOR YOUNG HOMEMAKERS 
Y Ye G Serelhy Youre ard 


for distinguished re 
home 


by Mr. Jordan, head of the 
Dorothy Dawe Awards 
Committee, at the 


8, 1951 in the American 
Furniture Mart, Chicago. 


swell Evans, Editor 


borting of 
furnis hings 1950 


innual Press 
Club Luncheon held on January 


976 


ynanimous--- 
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dd 


*excerpted from the remarks made 


Livinc 


FOR YOUNG HOMEMAKERS 


.. a publication of Street & Smith, Inc., 
publishers of Charm and Mademoiselle 
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units turned out in January were 
more than for the same month last 
year. 

This production figure was 
achieved last month even in the 
face of slowdowns and strikes in 
some plants and model changeover 
in others. 

While the January production 
figure was 25% lower than the 
peak rate for 1950, industry lead- 
ers were jubilant and did not try 
to hide their joy. However, produc- 
tion is on a month-to-month basis 
and could be altered on a moment's 


| notice by a federal order. 
Changes in the 98 series were | 


After a series of conferences in 


Scien aan automobile industry 


leaders returned here rather con- 
fident that War Mobilizer Charles 
E. Wilson has mapped a workable 
“guns and butter” program that 
will permit a large automobile 
| production unless full-scale war 
develops. 


@ Careful allocation of war orders 
to the auto industry will permit 
greater civilian production than 
had been expected. It is now ap- 
parent that the war orders will 
| be worked into the industry with 
|a minimum of interruption in civil- 
|ian output, which will be limited 
only by materials and not by pro- 
duction limitation. 

The auto makers privately wel- 
|comed the federal order cutting 
the use of nickel for civilian pro- 
duction by 35%. This will force 
curtailment of the use of this metal 
for bumpers, grilles and trim. 
| Such “brightness” has long been 
a headache for the automobile 
concerns and was placed on the 
cars only because the public de- 
manded it. Dropping this “bright- 
ness” may serve also to give the 
companies a greater profit, some 
say. 


e The new regulation requiring 
a third down and limiting the re- 
mainder to 15 monthly instalments 
has failed completely to cut the 
demand for new automobiles be- 
low production rates. 

In fact, several models are ex- 
periencing their heaviest demand 
in history. Ironically, these are 
such medium-price or high-price 
jobs as Oldsmobile, Buick and Cad- 
illac. 

Should the credit curb ever 
achieve its desired effect of limit- 
ing the demand for cars, the cars 
to feel the pinch will certainly be 
in lower price lines, where buyers 
find it harder to raise cash. 

One of the protests launched 
against the order when it was first 
handed down was that it was 
“class legislation” and discrim- 
inated against the so-called little 
man. This has proved largely true. 

Used-car lots are resorting to 
various gimmicks to get around 
the third-down requirement. Some 
are offering a customer an old 
jalopy tor $50 and then turning 
} around and offering him $300 to 
$400 on the purchase of a higher- 

price model—the one the customer 

wanted in the first place. This en- 
| ables the customer to comply with 
the down payment requirement. 

So far, no dealer has figured how 
to get around the 15-month deal 


Two Join Katz Agency 


M. McBride Panton has joined 
the Baltimore office of Joseph 
Katz Co. He will supervise copy 
and contact for medical and pro- 
prietary accounts. Mr. Panton was 
formerly with Harry B. Cohen Ad- 
vertising Co., New York, in a 
similar capacity. George Gettman, 
formerly advertising manager of 
National Brewing Co., has joined 
Katz in Baltimore as account ex- 
ecutive. 


Stone Appoints Freitag 


William A. Stone & Co., Atlanta, 
distributor of hotel and institu- 
tional furnishings, has named 
Freitag Advertising Agency, At- 
lanta, to handle its advertising 
Trade publications, newspapers 
and direct mail will be used na- 
tionally. 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON, Jan. 29—Heavy 
consumer “scare” buying contin- 
ued unchecked during the week 
ended Jan. 20, pushing January 
department store sales volume to 
the highest point in history. 

Total sales for the week were 
31% above the volume for the 
corresponding week last year, 31% 
above sales in the same week of 


DEPARTMENT STORE 
_ SALES INDEX ~ 


1935.39 EQUALS 100 


. Week to Jan. 20, 51*..p301 
Week to Jan. 21, ’50*.... 
Week to Jan. 13, ’51*.... 
Week to Jan. 14, '50*....233 
Month of Nov., ’50....p291 
Month of Nov., °49....278 


pPreliminary. 
*Not adjusted seasonally 


1949 (a record year) and about 
32% above volume in 1948. 

In its weekly “Retail Memo,” 
the Bureau of Advertising, ANPA, 
said that there are “three major 
factors contributing to the rise 
seasonal weather, upward price 
adjustments and fear of future 
shortages.” 

At the same time, the bureau 
notes that heavier consumer pur- 
chases do not stem directly from 
stepped-up newspaper advertising. 
“Retail linage dipped 2.3% during 
the week ended Saturday, Jan. 20, 
below that of the similar week a 
year ago, according to Media Rec- 
ords’ flash report for six index 
cities,” the bureau reports. 


8 Normally, retail buying does not 
approach the level reached Jan. 20 
until the Easter season is well 
under way. This year, however, 
January buying was heavier than 
consumer purchasing immediately 
following the outbreak of war in 
Korea last summer 
All sections of the country were 
affected. Gains in the 12 districts 
reporting to the Federal Reserve 
Board varied from 23% in the Bos- 
ton and Atlanta districts to a high 
of 40% in the Cleveland area. In 
addition, the West Coast cities 
were up 39% and the Minneapolis 
and Dallas districts were up 38%. 
For the fifth week in succession, 
no city reported a loss in sales, as 
compared with last year. Gains 
during the third week of January 
ranged from 6% in New Orleans to 
an astonishing 93% in Portland, 
Ore. And Seattle, which recorded 
a gain of 101% during the preced- 
ing week, was up 64% during the 
week ended Jan. 20. 
%™ Change from ‘50 


Week Ended 


Federal Reserve Jan. Jan. Jan. 


District and City 6 8 7 
UNITED STATES 39 at a 
Boston District Mu a 23 
New Haven MM 18 4 
Boston 65 33 23 
Springfield 40 32 20 
Providence 32 29 7 
New York District Bi Bil ua 
Newark 35 «= r32 31 
Buffalo 32 r26 29 
New York 23~sor3l 23 
Rochester 38 «Or27 20 
Syracuse 45 38 22 
Philadelphia Distr ct “Ore 28 


SALES PORTFOLIOS 


SERVICE BINDERY CO. 


2241 S. WABASH AVENUE 
CHICAGO 16 


CAlumet 5-3224 


Philadelphia 
Cleveland District 
Akron 
Cincinnati 
Cleveland 
Columbus 
Toledo 
Erie 
Pittsburgh 
Richmond District 
Washington 
Baltimore 
Atlanta District 
Birmingham 
Miami 
Atlanta 
New Orleans 
Nashville 
Chicago District 
Chicago 
Indianapolis 
Detroit 
Milwaukee 
St. Louis District 
Little Rock 
Louisville 
St. Louis Area 
Memphis 
Minneapolis District 
Minneapolis 
St. Paul 
Duluth-S: perior 


Kansas City District a8 uM 36 
Denver 33 30 33 
Wichita 53 47 46 
Kansas City 32 40 38 
St. Joseph 19 28 24 
Oklahoma City 38 10 24 
Tulsa 66 ae M4 

Dallas District 41 ot 48 
Dallas 53 23 «0 
Fort Worth r49 25 26 
Houston 45s 31 34 
San Antonio 23 21 27 

San Francisco District » rte x” 
Los Angeles Area 33 31 31 
Oakland 28 29 32 
San Francisco 26 M MM 
Portland 56 55 95 
Salt Lake City 58 Ba] M 
Seattle 59 101 64 


*Data not available 
revised 


To ‘Progressive Farmer’ 

Phil Babcock, formerly with 
Popular Science, joined the ad- 
vertising staff of The Progressive 
Farmer Feb. 1. He will be located 
in the New York office of the pub- 
lication. 


Polangin Leaves Buchanan 

Frederick N. Polangin has re- 
signed as vice-president in charge 
of the Los Angeles office of Bu- 
chanan & Co. 


Launches ‘Feed Age’ 


American Trade Publishing Co.., 
New York, publisher of Bakers 
Weekly, Bakers Weekly Buyers’ 
Guide -Catalog and Biscuit & 
Cracker Baker, has launched Feed 
Age. The new monthly publica- 
tion, first issued Jan. 15, is de- 
signed to cover subjects of interest 
to feed manufacturers, including 
rales and distribution, production, 
research and labor problems. Dis- 
tribution is controlled on a written 
request basis, with a guarantee of 
7,500 copies monthly 


McKim Promotes Wimperly 


Claude C. Wimperly, since 1944) 
executive in the} 


senior account 
Toronto and Vancouver office of 
McKim Advertising, has been ap- 
pointed manager of the Vancouver 
office of the agency. He joined Mc- 
Kim in 1923. 


Max Rogel Promotes Four 

Max Rogel & Associates, New- 
ark, has promoted Sylvia Sarnoff 
to administrative assistant; Eli Fox 
to account executive; Arline Terry 
to account executive, and Irene 
Lupo to production manager 


Durkee Foods Names Two 

| Frank H. Daniels has been 
jnamed sales promotion manager 
| for Durkee Famous Foods division 
| of Glidden Co., Cleveland. Former- 
} ly executive assistant in Durkee’'s 
Elmhurst, Long Island, office, he 
succeeds A. E. Ostling, who has 
been named executive assistant at 
| Durkee’s margarine division § in 
Chicago. 


Lever Plans Expansion 

Lever Bros.. New York, has 
| started a long-range construction 
| program at Page-Dale, St. Louis 
| County, Mo., on a $5,000,000 syn- 
thetic detergent plant and ware- 
house to occupy three acres of a 
27-acre site. Plants for production 
of vegetable shortening and mar- 
garine also are being planned 


Rs Hic CR \ 
Piblishers' Ky i 
TRADE AND CONSUMER PUBLICATIONS= 


EMPIRE STATE BUILDING 2 
NEW YORK 1} . LONGACRE 4-064 
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QUICK AND 


KLEEN*STIh 


makes ANY glace an ADVERTISING szace: 


Costly artwork, fine plates and printing are all wasted if your 
Point-of-Purchase pieces aren’t used! KLEEN-STIK is the vital 
last step that makes the difference between lose and use . . . safe- 


EASY 


guards your entire display investment. 


KLEEN-STIK gets P.O.P. materials up and keeps them up—on 
the job, working for you. Wins instant dealer acceptance and dis- 
play . . . saves time for your field men. Specify KLEEN-STIK and 


insure your displays against throwaway. Plan 


to use KLEEN-STIK on your window 


streamers, interior displays, 


holders, shelf strips and die-cut pieces 
to assure preferred Point-of-Purchase 


advertising locations. 


*Moistureless, 


or lithographer. 


write TODAY FOR 
FREE KLEEN-STIK | 


self-sticking adhesive. 
Available through your regular printer 


pEA KIT 


folder 


KLEEN-STIK 
pRODUCTS 
Incorporated 


... but no assurance 
that the P.O.P. piece . 
will be USED! 
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U.S. Sectional Customs 
Pose Problem for Ad Writers 

To the Editor: I suspect that 
much costly national advertising in 
America has been missing fire or 
backfiring lately because those 
who prepare it are uninformed 
Whether they be too young, too 
provincial, too academic, too high 
above the street, the reasons may 
vary but the results are the same 
The stuff either is meaningless to 
the average reader—he cannot 
“see” it—or it creates an impres- 
sion other than that intended, 
sometimes with harmful or ludi- 
crous effect. 

C. Ralph Bennett, in a recent 
letter, mentioned the senseless IBM 
headline: “Capitalism—Nothing is 
superior except by comparison.” I 
saw that when it first appeared 
It so mixed me up that I failed 
to read any further or give it an- 
other thought. That is an example 
of trying to use an old saw in the 
wrong place. The writer lacked 


familiarity with his tools 
The laughable artwork that pic- 


Tots heats 

$S RUDDER CEMENT co. 

SiO W MICHIGAN AVE CHICAGO 1. 1Li. OEP RA 
COAEPL ELE LIM * OF ARTIS 5S MAIERIALD 


This department is a reader’s forum. Letters are welcome. 


‘tures the financial security of U.S 
Treasury bonds as a pot of gold 
at the end of a rainbow—a pipe 
dream—reveals the artist’s ignor- 
ance of the real import of the old 
fable. 

Some years ago a beautiful full- 
color page appeared in a national 
magazine with this idiotic line: 
“The Blank Automobile Is 18- 
Carat in Every Respect!” Eighteen 
carats was the most that writer 
had ever heard of. 

A lot of this stuff gets by the 
front office and the client because 
they, too, are largely uninformed 
except in some specialty on which 
they have concentrated through 
the years. Production managers 
and proofreaders, being closer to 
the ground and owning a greater 
fund of general information, oc- 
casionally notice and secretly ques- 
tion such oddities, but they gener- 
ally accept them as the precious 
and inscrutable creations of a 
higher order of intelligence. 

How can the writer or artist be 
expected to understand and reach 
the Anglo-Saxon, the Scandina- 
vian, the Polish, the Spanish, Jew- 
ish, or Italian mind in America if 
he is of another family, untraveled 
and uninformed? Even semantics, 
that is supposed to solve all linguis- 
tic and ideologic problems, does 
not help. We are neither a homog- 
enous nor yet a homogeneous race. 


The mores or folkways, the word | 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


364,123 DAILY - 


293,426 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


meanings and symbols, of a people 
are distilled through many gener- 
ations. Typical reactions to them 
become instinctive in that people 
but not in others. This is evident 
in certain states and localities of 
the U.S. that have been settled 
largely by people of one or another 
national derivation. 

What writer who has never been 
out of New York in his life could 
be expected to know, for example, | 
that one cannot buy a doughnut in| 
Detroit? They are friedcakes. How 
would a San Francisco artist know 
that there is no pie in Indiana? It’s 
cobbler. In Chicago cafeterias 
everybody unloads his tray at the| 


table and then tries to get rid of | 


the tray. In Indianapolis cafeterias | 
everybody eats off the tray. 
What artist in the ham-and-egg 


belt could imagine that New York- | 


ers eat bagels and lox for break- 
fast, or what New York artist be- 
lieve that steak-and-eggs are 
served as a single dish in Texas? 
,; Do you picture meat and milk on 
|the table at the same time? It 
| shocks the religious sensibilities of 
10% of our population. 

The indication therefore is for 
| either (1) more mature and in- 
formed creative workers in na- 


| tional advertising, even though | 


they cost more than bright begin- 
ners, or (2) less nationwide dis- 
tribution of identical material and 
more controllable, localized prep- 
|aration and distribution, both in 
publication and direct mail. 

In either case, any added cost 
should be more than offset by 
increased effectiveness and the re- 
| duction of harmful reactions 

JOHN EVANs, 

| Direct Mail Advertising, Chi- 

cago. 

e e ” 


| Conjugal Bliss 

To the Editor: Seldom have we 
seen so perfect a “marriage” of 
two ads in one page as the Morton 


MORTON'S 
---more people do 


When i rains it pours 


++» Now being 
served at the 


FAIRMONT 
f 


salt and Certified Klamath Quality 
ads in this morning’s Examiner. 
A tear sheet is enclosed to see 
if you don’t agree 
Epwin P. Gertu, 
Gerth-Pacific Advertising 


Agency, San Francisco. 


Veteran Writes to Bridges 


To the Editor: Herewith 
advertisement [an open message 
to you, Harry Bridges} which we 
thought might be of interest to you 
because it is rather unusual 

Robert Schlecht, World War II 
veteran who conducts a small war 
surplus store here, sparkplugged | 
the idea, sold the ad, collected the 
money and paid in advance for 


is an 
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AN OPEN MESSAGE 


TO YOU; 


requiring workers to cerry 
@s the plece where 
st forces. 


ould pess screening 


leedership with you at the heed. 


token against Red aggression. 


izetion Service first orrested you on 


But you hove elweys 


ported. The House of 


ere shored by the 


| hope will meke your mission @ terlure ond 
THIS ADVERTISEMENT [IS SPONSORED AND PAID 
2 E Settee Lavette Bowes mete 
vot el bee Raters 
Cote) Gone tere tecteee As Coreeece 
| Dw Fete —— Mervedne © Dees 
| | Oe nge hey knee Boerne Maden 
' | tee  Beree owed Comme vaae 
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LonGview is not exectly flettered by your presence here todey. 
Ty MAKES ¢ lot of us uncomfortable ond 


ong 
it ‘re here to k out on the ot Communism, 
eee to doty the caren United Stetes Coost Guerd, in 


BUT... 0: tong os you're here, we hope you will clweys remember 
own union members dered to tell you 

these from ILWU locels up end down the Coest vote 
to cooperate with the Coest Guerd in o move to help protect the detense corgoes 
trom Commun 


W: SINCERELY feel thet you ere one who hesn't qualified as being o loye! long- 
shoremen who ¢ 
| WHY DOESN'T THE LLW.U. GET RID OF YOU, HARRY BRIDGES? 


Tue cio hos thrown you out, you end your union, beceuse of Communist dom 
nated 

Yo ore « convicted perjurer, proven. in « court of lew, just like Alger Hiss, thet 
you led when you se:d you hed never been @ Communist. 

You've token the side of the Reds in the Koreon wer end opposed every stend 


vocating and teaching the overthrow of the 
to squirm out of 


once 

in 1941 you were found, in « Californie court, to heve been 
Party 

Bur you heve hed powerful friends some of them, we are ashomed to sey, in 


un 1950 tor denying you hed ever been « Communist, you 
prison and ere tree to roem egomn es usuel. 

This you do while the sons of American femilies fight ond die by the thousends 
thousands killed by tenatic Communists. 


Horry Bridges. not welcome in Longview. We hope that our opimons 
No smeyority of the renk end file of the Longshoremen....the ones we 


Harry Bridges! 

ry just to know you ore cround. 
esking 
security cords 


ch We hope 


| 


government by force and violence. 
rouble 


ond now 


couse you to do some foncy explewng’ 


FOR SY THE LOCAL CITIZENS LISTED BELOW 
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the full page. 
R. M. ANDERSON, 

Manager, Longview Daily 
| News, Longview, Wash. 
| e - o 
Look in the Crystal Ball 

To the Ed'tor: This week we 
commemorated the 245th birthday 
|of Poor Richard, the grandfather 
| of our country. 


Measured by achievement, Ben 
Franklin was the greatest Ameri- 
can of the New World. Like Leon- 
ardo da Vinci, one of the geniuses 
of all time, Franklin was a thinker, 
truly majestic in scope, and his in- 
quiring mind gave the world a 
wealth of practical ideas that ad- 
vanced our civilization in a very 
' great measure. The pattern of his 

thinking and action has proved its 
worth in building our great dem- 
ocracy and we should share this 
| with the peoples of the world. 

My purpose in writing you is to| 
get an expression of your opinion | 
about an idea which I feel will| 
enable this generation to honor | 
Franklin, five years from today, 
when we commemorate the 250th 
anniversary of his birth 

The plan is to do justice to the 
memory of our first great states- 
man, diplomat, printer, publisher, 
scientist, philanthropist, inventor, 
philosopher and patriot, by holding 
an International Benjamin Frank- 
lin World’s Fair (or Exposition) 
in 1956. 

The purpose of this World’s Fair 
could be two-fold—to honor Ben- 
jamin Franklin and to sell the ad- 
vantages of free enterprise to na- 
tions of the world as they have 
never understood it before. It is 
my hope to make 1956 the Benja- 


min Franklin year. 
This World's Fair could be held 
in Boston, where Franklin was 


born, in Philadelphia, where he 
lived, in Washington—the capital 
of this great country he helped 
found, in New York, the world’s 
capital, or in some other section of 
the U. S. which may be selected. 

In writing you I ask only that 
you give expression to your re- 
action to this idea. I hope that en- 
couragement will be forthcoming 
to give me sufficient incentive to 
take further steps toward making 
this vision a reality. 

As a fellow American I have 
taken this liberty of asking your 
opinion about a positive and patri- 
otic sales idea and I trust that you 
will respond, giving your thoughts 
and reactions about this plan of 
holding an International Benja- 
min Franklin World’s Fair during 
the year 1956. 

HERMAN JAFFE, 
Forest Hills, N. Y. 


‘Know Us Better’ Is 
Invitation from Stanley 

To the Editor: Your comment 
relative to one of our recent ad- 
vertisements in Life magazine, fea- 
turing a Stanley Party Hostess, 
Mrs. Carlyle Quimby of Reading, 
Mass., has been called to my at- 
tention. I am referring to the state- 
ment in your column “The Creative 
Man’s Corner” which appeared in 
the Jan. 1 issue of ADVERTISING 
AGE. 

Realizing the responsibility you 
have of turning out a column of 
criticism (good or bad) each and 
every week of the year, I can ap- 


Sell the “HEART” of the Family 


12x94 
page size. 
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America’s 
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MONTHLY 
to Families with 
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Advertising Age, February 5, 1951 


preciate the problem involved in 
obtaining the true facts and truth- 
ful information behind any single 
ad or series of ads which may or 
may not meet with your personal 
approval. 

For example, you question the 
believability of the name “Mrs. 
Carlyle Quimby.” While I agree 
that the name is not as common 
as Smith, Jones or Roberts, it does 
happen to be her true name. Fur- 
thermore, her home address is in- 
cluded in the ad in event you | 
would like to verify this statement. 

This letter is not meant to be a 
complaint of your criticism, but 
rather an invitation to you to get | 
to know us better. There are many | 
constructive things about our com- | 
pany, our method of distribution | 
and selling, and our helpful service | 
to millions of housewives which 
you may find of personal interest 
should you care to take the time 
to investigate. If at any time you 
are in this vicinity, we hope you 
will drop in and get acquainted. 
We would like to show you some- 
thing of this company, our people, 
our methods of operation, etc., as 
we do hundreds of people who visit 
us each year. 

J. M. CorrincHaM Jr., 
Advertising Manager, Stanley 
Home Products Inc., West- 
field, Mass. 


Stanley Story Incredible 
but True, Agency Reports 

To the Editor: In your column, 
“The Creative Man’s Corner,” 
ADVERTISING AGE, Jan. 1 issue, you 
reproduce the Stanley Home Prod- 
ucts Inc. magazine adveriisement 
featuring Mrs. Carlyle Quimby, a 
Stanley Party Hostess, and refer to 
this advertisement as “incredible.” 

May I suggest that, to one with- 
out knowledge of this company, 
its method of selling, its growth 
and the present scope of its serv- 
ice to millions of housewives, the 
Stanley story may, indeed, seem 
“incredible.” Nevertheless, it is 
completely true as is every state- 
ment in the Stanley advertisement 
you comment upon. 

The name of the hostess fea- 
tured in the advertisement is Mrs 
Carlyle Quimby. Stanley Hostess 
Parties are fun both for the hostess 
and her guests. They are easy to 
arrange and Stanley dealers do 
help in arranging them. The Stan- ! 
ley dealer, a specialist in enter- 
taining, does help see that every- 
one has a good time. Guests do 
shop in comfort in the sociable at- 
mosphere of the home of their | 
hostess. Stanley products are Qual- | 
ity Plus and women do regard | 
them highly as attested by the fact 
that upwards of $70,000,000 of 
these products were purchased by 
women at Stanley Hostess Parties | 
during 1950. Upwards of 10,000 
Stanley Hostess Parties now take 
place daily in the U.S., Canada | 
end Mexico. “Incredible” but true 

In this ronnection, you will find 
an “incredible,” but serupalousiy ! 
truthful story of Stanley in the! 
January issue of Coronet mag-| 
azine, copy of which I am sending 


you with my compliments. The 
story appears on Page 26 of this 
issue under the caption, “The 


Stanley Way of Making Money.” 
I hope you enjoy it. 
R. W. MickaM, 
Secretary, Charles W. Hoyt 
Co., New York. 


Uses Marketers’ Story 

To the Editor: May we have 
your permission to reprint parts 
of your Page 1 news article about 
the American Marketing Assn. that 
appeared in your Jan. 1 issue? Full 
credit will be given, and nothing 
will be taken out of context that 
will give readers any false or mis- 
leading impressions. 

ALBERT J. Woop, 
President, A. J. Wood & Co., 
Philadelphia. 


National Export Ups Kelly 
Walter J. Kelly has been elected 
treasurer of National Export Ad- 
vertising Service, New York. He 
has been with the agency since 
1940 as creative and art director 
and also has served as account 
executive. Before that he was on 
the staff of J. Stirling Getchell. 


Berg Allison Joins KRNT 
| Berg Allison, formerly man- 
| ager of Station KBIZ, Ottumwa, 


| Sets Broadcasters’ Meet 


The California State Broadcast- 
ers’ Assn. has scheduled its an- 
nual all-day meeting at the Clift 
Hotel, San Francisco, Feb. 16. The 
agenda includes civil defense, gov- 
ernment relations and election of 
officers. 


Publishes Typography Book 
Monsen-Chicago Inc., 22 E. Ili- 
nois St., Chicago, has published 
“Typographic Handibook.” The 96- 
page reference book contains actu- 


showing both upper and lower case | 
alphabets. The book also shows 
point sizes available and indicates 
the number of characters to the 
inch. Other information includes 
a page of proofreaders’ marks, a 
chart of type sizes from 4 to 72 
point, accents for foreign lan- 
guages, and a cross reference in- 
dex. It is available at $1 a copy. 


Opens New York Office 


Colonial Associates Inc. has 
opened a new office at 34 E. 5lst/ 


| Ia., has joined KRNT, Des Moines, 


as a sales representative. al specimens of 625 styles of type, St.. New York. Carl Fick, presi-| 
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dent, is in charge. William H. Al- 
ley, formerly vice-president in 
charge of sales in New York, has 
been made president of the Cana- 
dian subsidiary, Alley, Fiek, Frede 
Associates, Toronto. 


To R. J. Potts-Calkins 


R. J. Potts-Calkins & Holden, 
Kansas City, Mo., has acquired the 
Lee Foods Division, formerly han- 
dled by Gardner Advertising Co., 
St. Louis, and Carey Salt Co., 
Hutchinson, Kan., formerly serv- 
iced by Gordon Best Co., Chicago. 


Albany, N. Y. 
Atlanta, Ga. . 
Augusta, Maine . 
Baltimore, Md. . 
Bethlehem, Pa. 
Boise, Idaho 
Boston, Mass. 
Buffalo, N. Y. 
Charlotte, N. C. 


Chattanooga, Tenn 
Chicago, HL. 


Cincinnati, Ohio . 


Cleveland, Ohio . 
Columbus, Ohio 
Dayton, Ohio . 


Des Moines, lowa 
Detroit, Mich. 
Fresno, Calii 
Hartford, Conn. 
Indianapolis, Ind. 
Jacksonville, Fla. 
Kalamazoo, Mich. 
Kansas City, Mo 
Knoxville, Tenn. 
Lincoln, Neb. . 
Little Rock, Ark. 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va. . 
Manchester, N. H. 
Memphis, Tenn. 
Miami, Fla. ; 
Milwaukee, Wis. 


Minneapolis, Minn. 
Nashville, Tenn.* . 
Newark, N. J. 

New Haven, Conn. 
New York, N.Y. . 


Oakland, Calif. 
Omaha, Neb. . 
Philadelphia, Pa. 

Wi 
Phoenix, Ariz. 
Pittsburgh, Pa. 


Portland, Maine 
Portland, Ore. 
Providence, R. I. 
Richmond, Va... 
Rochester. N. Y. 
Sacramento, Calif 
St. Louis, Mo. 


| you print or publish fine text books to do a 
better job of education, or produce action-getting brochures to 
help increase sales of television equipment, Oxford Papers will 
add extra effectiveness to the finished job. Specify an Oxford 
grade for your next book, direct mail piece, catalogue or poster, 
and see how much the paper you choose can mean in produc- 
tion economies—in improved appearance. 


It Pays to Remember—and Use Oxford Papers 
(Here are a few) 
e Polar Superfine Enamel e@ Engravatone Coated 
e@ Mainefold Enamel e@ Carfax Eggshell 
e@ Maineflex Enamel e Carfax English Finish 


Your Oxford Paper Merchant 
Is a Good Man to Know 
You'll find your Oxford Merchant exceptionally quali- 
fied in know-how and experience to render dependable 
service on the Oxford Papers he sells. Get in touch 
with him today and ask for a copy of the helpful 
Oxford Paper Selector Chart, or write direct to us. 


OXFORD PAPER COMPANY OXFORD MIAMI PAPER COMPANY 
230 Park Avenue, New York 17, N.Y. 35 East Wacker Drive, Chicago 1, Iil. 
MILLS AT RUMFORD, MAINE AND WEST CARROLLTON, OHIO 


St. Paul, Minn. 

San Bernardino, Calif 
Salt Lake City, Utah 
San Diego, Calif 

San Francisco, Calif 
San Jose, Calif. 
Seattle, Wash. 

Sioux City, lowa 
Spokane, Wash. 
Springfield, Mass 


Stockton, Calif 
Tacoma, Wash. 
Tampa, Fla. 
Toledo, Ohio 
Tucson, Ariz. 
Washington, D.C 
Worcester, Mass. 


Nation-wide Service 
Through Oxford Paper Merchants 


Shaughnessy-Kniep-Hawe Paper Co. 


W. H. Smith Paper Corp. 
Wyant & Sons Paper Co. 
Carter, Rice & Co. Corp. 
The Mudge Paper Co. 
leox-Walter-Furlong Paper Co. 
Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
Franklin-Cowan Paper Co. 
Caskie Paper Co., Ine. 

The Charlotte Paper Co, 
Bond-Sanders Paper Co. 
Bermingham & Prosser Co. 
Bradner, Smith & Co 

The Whitaker Paper Co. 
The Johnsto 
The Whitaker 


The Cleveland Paper Co. 


Paper Co. 
Paper Co. 


Scioto Paper Co, 

Cincinnati Cordage Co. 

The Whitaker Paper Co. 
Bermingham & Prosser Co. 
Chope Stevens ‘‘aper Co 
Blake, Moffitt & Towne 
Green & Low Paper Co., Inc. 
MacCollum Paper Co. 
Jacksonville Paper Co. 
Bermingham & Prosser Co. 
Bermingham & Prosser Co. 

; Louisville Paper Co. 
Western Newspaper Union 
Roach Paper Co, 

Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Louisville Paper Co. 

Caskie Paper Co., Ine. 

C. H. Robinson Co, 
Louisville Paper Co. 
Everglades Paper Co. 
Allman-Christiansen Paper Co. 
Sensenbrenner Paper Co 
Wileox-Mosher-Leffholm Co. 
Bond-Sanders Paper Co. 
Bulkley, Dunton & Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc 
Miller & Wright Paper Co 
The Whitaker Paper Co 
Blake, Moffitt & Towne 
Western Paper Co. 

Atlantic Paper Co 
leox-Walter-Furlong Paper Co. 
Blake, Moffitt & Towne 
General Paper Corp 
Brubaker Paper Co 

C. H. Robinson Co 

Blake, Moffitt & Towne 
Carter, Rice & Co. Corp 
Cauthorne Paper Co 
Genesee Valley Paper Co. 
Blake, Moffitt & Towne 


obey Fine Papers, Inc. 
Inter-City Paper Co 

Blake, Moffitt & Towne 
Western Newspaper Union 
Blake, Mofhut & Towne 
Blake, Mofhur & Towne 
Blake, Moffitt & Towne 
Blake, Moff & Towne 
Western Newspaper Union 
Blake, Moffitt & Towne 
Bulkley, Dunton & Co., Inc. 
(lhe, of Carter, Rice & Co. Corp.) 
Mill Brand Papers, Inc. 
Blake, Moffitt & Towne 
Blake, Moffat & Towne 
Tampa Paper Co. 

Paper Merchants, Inc. 

Blake, Mofhiut & Towne 

The Mudge Paper Co. 

C. A. Esty Paper Co. 

(Die. of Carter, Rice & Co, Corp.) 


nie nn eee ST ey me: aay ne ee ae “i ae aes 2 ae a Mae a ie, Meier a 
ie a ee ho — hee a Bees a et oer ae 
’ #3. bc 
RR 
S eee 
a Bhi 
Bes on 
ss. ° 
ee ] ae 
eater 
ES oe 
; we: i 

vee 
JER 
ae 
ee ee 
ee 
me 
ee 
ee aoe 
ee: 
el ng 
ra 
Ri, 

sseeenesaaen ene teesenenec oaesmeememmenemneeeenemenemennnennnnnenaemnnenememmmmnmmmeenane —— Sas 
ee 
ea ee, 
: ae, :! 
Tee 

Tas, 

_ Pa 

sok a? 
ed, lat 
. a ee 
Spans 
i 
? , ‘ 7 . rele ay 
a = A a i ge 

a 4 ; patel 
| _ From Textbooks. cL Bi 
ee ——— 9, : ee a a 
o re . ; : = YN ‘ol Pee : ° 2 ‘< Pe 
a SS oe 2 s ae _ y 
me e+ AY 2) eee ‘ee g : ‘sn 
ae a ¢ >. & 9 Sea te ee. 
— Tre i io 
oS 4; NO oe 7 m -? ae 
j - oe jo ieee e > —— : Peerage yi! . re 
ete tle ! a ae ELS 
'. joa a : Z oe pe Se ae 
| a A a ee ee 
a : aS ‘ A Se 
ie ; — oe | Ly 
| ee =z) - a | ss 
a i a i 
j 228) 2a ar % pe: i . . Ey 
a : — ££ an S| $4 ee 
ts arp f * z i ae : Ate 
: sl di ] isl : : | % 
; a te heer oes 
ul S . ny 2 Boon ¢ Sy eae 
O 1Lelevision — . 4 ; mate 
c . us (i as 3 Pe ae 
: f cpa eee. 7 rag . ee 
. ‘ Sigs seh : # > ae : & “ o ; Sl 
| 5 : SPE = ae es ‘ Be 
| Sen at as m * : Se ae P rr 
ee 2 ae = : aCe : P 
Ss | me 
— | ; a_i ait et ee 
— & : ) i} 3 bat 
| - pe: a oe Sane | lee } a . Bet 
7 ay ee + \ ; “ns eee * e a 
| =~ re _ ae ; : ae xy xe 
a i} ae ae , See 
2 Ly aie 5 : @ 7% (0) SS ae ba, 
| ee fo ae =a : A 
a - oe a oe 
, {oe aay gi : ay ee uf 
: ia + A eee ae 
: ae yo 
: % me 
: : : . - a 
oe. f oo : eo 
| i ‘ i pe - . 4 rors 
re i : 

i . ae a ae 
| i ae - ed Rog 
| es - ie a. 
| a , — ae 
| oo, ins i Sh Be ech 

ca Bo r eae. 2 ae : Bg, ¥ 
“ae °. 3 A 7 eee 
j . a toe TS | Pal ays 
j a ve: i ee i Mes ee 
} - 7. ae — a Be bie ae een, Bt 
a “a eee es * he ae 
. : ee 
pees 
ie ns 
ese 
4 marie sss 
Ping gt 
oF ame 
ee mine ty 
23) "SB 
| ‘ “art 
<n 
! be 
., ale oy 
Bre ey te 
aoe 
AOS 
22m 
K% . aos at 
Bye ee 
| 4 Ro 
. ¢.% sae ae 
a ale 
| tee fae 
vray Rhea 
aa 
\ oP tee tara 
Pe BS os 
‘ i. He 
4 sib oa 
| : a as 
| : i i igs > 
| Ae Bai 
eee 
| is 
| Pate 
{ a 
7 of! 
i ee a. 
weg Br A 
+ Bsa -_ ae 
a ‘ ia hk 
hi ‘: ce. 7 0 a : ee ‘i ee ; ae ee a Z ; : : Ae he ce 
ee 8 Ripe a ie rs a te omre ee at _— en: Pee OU aay 4 seat F cre VP te Se 
om og. RRR Tange eps © Agee eu ee oo . ee Se see tose i i oa Rarer, Get 


vee 


4 


SEEPS RT em Bes. 


eo ae les 


56 


‘The Build-Up Boys’ 
Is a PR ‘Hucksters’ 


Public Relations Men 
Are Butt of New Novel; 
Author’ Uses Pseudonym 


New York, Feb. 1—Had the Ar- 
colonel bought the Jocelyn & 
recruiting plan, it would 
have meant $30,000 a vear to the ad 
Not a fortune but not bub- 
ble gum, either, Clint Lorimer 
thought. But in the middle of his 


my 


Jones 


agency 


P , fatography - Reporting 


Assignments Covered trom coast to coast - 
ertising, editorial and research pur 


Write for booklet 


PHOTO-RE 


ARK PLACE NEWARK 


Sikes 


38 », 


sent 


bat 


pitch in Washington, he had sud- 
denly been knifed in the back by 
J. D. Jocelyn himself. Clint didn’t 
get it. 

Later, over a drink with J. D. at 
the Willard, the bright young pub- 
lic relations man began to catch on. 
Three months ago, J. D. points out, 
he had coaxed Clint off the As- 
sociated Dairies account to handle 
the recruiting pitch. And J. D. 
candidly explains: 

“You were cuddling pretty close 
to Stevenson Brock, weren't you? 
He was beginning to think you 
were a Coming Man. I think so, too, 
but I don’t like my clients to get 
exactly ithe same idea. Especially 
not a client who is president of As- 
sociated Dairies Corp. of America, 
advertising appropriation last year, 
$2,840,000. How much longer would 


it have taken you to walk off with, 
that account and set up your own 
agency, Clint?” 


@ When Clint walks out of the 
hotel, he is out of a job, he knows 
he will be blacklisted in New York 
as a sharpshooter, and he has al- 
ready decided to find a spot for 
himself right there in Washington, 
“a town that needed more public 
relations men the way a skunk 
needed more smell.” Clint was sure 
that “a shark ought to have fun in 
a pond where all the minnows 
thought they had big teeth.” 

With this start, “The Build-Up 
Boys” (Charles Scribner's Sons, 
242 pages, $3) begins a lusty tala 
of how a single-minded young pub- 
licity man goes about winning a 
national advertising-public rela- 
tions account by the back-door or 
fast-brainwork method. 

“The Build-Up Boys” 
public relations 


does to 
men what “The 
Hucksters” did to admen. Howc ver, 
Vic Norman, the cynical hero of 
Frederic Wakeman's book, seems 


Who made up this Michigan list 
without the Booth Newspapers? 


* The illustration may be a bit dog-eared, but the figures on the 8-paper 
Booth Michigan Market are important enough to be taken very seriously. 
To leave the 8-paper Booth Michigan Market out of your Michigan 
newspaper list-making is to overlook about a third of the state's retail 
potential. Michigan is the only major industrial state in which annual 
retail sales average over $3,500 per family. 


Like more specific information? Call— 


AH. Kuch, 110 €. 42nd Street, 
New York 17, N. Y., Murray Hill 6-7232 


GRAND RAPIDS PRESS - FLINT JOURNAL - 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


The John E. Lutz Co., 435 W. Michigan Ave., 
Chicago 11, 


NEWSPAPERS 


KALAMAZOO GAZETTE - SAGINAW 


W., Superior 7-4680 


CELEBRATION—When the American Gas 


Assn. morked its 15th onniversory as o 


national advertiser with a cocktail party at the Rainbow Room in New York, this 

quartet exchanged greetings: Charles W. Person (left), director of advertising, AGA; 

H. Carl Wolf, managing director, AGA; Marion Harper, president, McCann-Erickson, 

the AGA agency; and H. K. McCann, chairman of the agency board. AGA promotes 

use of gas by nationally advertising gas cooking, water heating, clothes drying, 
refrigeration ond other uses. 


like a public benefactor compared 
with Clint Lorimer in this new 
satire. 


@ The author of “Build-Up Boys” 
uses the pen name of Jeremy Kirk. 
He says, on the book jacket: “I 
didn’t adopt it just so I could safe- 
ly write a nasty book about big 
business and public relations work. 

“I've written other books under 
my own name... This book is fic- 
tion, too, but I wouldn't call it 
innocent, And, although there are 
no characters taken straight from 
life, it has a basis in fact. Probably 
some readers will have fun trying 
to hang real names on the char- 
acters. I have friends in business 
—all-around 
names I don’t want attached to 
these fictional people. Just by the 
way, I don’t want myself tagged as 
the model for Clint Lorimer in this 
book . 

“I don't suppose anybody 
believe a word of this.” 


will 


@ No reader could help believing 
Jeremy Kirk when he says he 
doesn't want to be known as the 
model for Lorimer. This hero is, 
in the phrase of J. D. Jocelyn, an 
s.0.b. 

The book is lightning-paced, a 
treasury of tricks and a good story. 
Within an hour after he’s fired, 
Lorimer learns, with the help of 
“Standard Advertising Register,” 
that the Washington subsidiary of 
Associated Dairies is messed up 
and its local agency on the rocks. 

Next morning he meets—and 
bulldozes—the head of this agency, 
a competent ad woman named 
Anne Tremaine. She is as deadly 
as any animal ever found, in or out 
of the agency field. 

In five hours from the time he 
invades Tremaine Advertising Co.'s 
offices, Lorimer has pulled more 
rabbits out of his hat than most 
real p.r. experts ever conjure up 
in a lifetime, and has started his 
build-up of Harvey Holt Ames, 
ineffectual president of the little 
milk company. 


It is a Frankensteinian build-up. 
Lorimer wants to build up the 
milk company in order to impress 
the parent company; he has no 
particular interest in Ames. But 
gradually his behind-the-scenes 
work for the client gives shy Mr. 
Ames self-confidence. 

The speeches Lorimer writes are 
particularly responsible for this. 
One device is used in these. As 
Lorimer tells Anne Tremaine: 

“You take a well known expres- 


good guys—whose | 


| the 


sion, for instance, where there's a 
will, there’s a way. 
to: where there’s an I will, there's 
a way. Sounds important. Or you | 
make a serious pun. Like this. We 
need men with will power, not 
men with won't power.” 


@ Ames’ talks go over big, with| 
larger and larger audiences. The 
talks also go over big with Ames, 
who enjoys a growing feeling of 
self-importance. Ultimately, along 
with some spectacular Lorimer 


You change it] é 


shenanigans, they bring him to the 
presidency of Associated Dairies— 
and to a government offer of the 
chairmanship of ECA. 

All along, Lorimer has been 
more or less appalled at his handi- 
work and, eventually, thanks to 
the shred of conscience in him, he 
tries to undo the damage. 

This proves quite difficult, how- 
ever, because in the meantime 
Lorimer has also worked a person- 
ality change on Anne Tremaine. He 
has, in fact, brought out her full 
talent for insidious rascality, a tal- 
ent that proves more than a match 
for wily Lorimer himself ...The 
ending is strictly Keystone. 

The novel would appear to be 
the work of a man who has had 
considerable experience in public 
relations and agency work, and 
who has only a second-rate literary 
quotient. The general public will 
read it avidly but not more so 
than will professionals in the field; 
latter will find féw technical 
flaws in it, and those few can be 
chalked off as simplifications for 
the unsophisticated. 


U. S. Shoe Corp. Salutes 
Richard Rodgers on TV 


United States Shoe Corp., Cin- 
cinnati, and its Red Cross shoe 
dealers will present a one-hour 
television salute to composer Rich- 
ard Rodgers March 4 at 9 p.m., 
EST, over NBC-TV. The program, 
replacing “Philco Television Play- 
house” on this date only, will offer 
numbers from Rodgers and Ham- 
merstein or Rodgers and Hart 
Broadway successes 

Stockton, West & Burkhart is 
handling the show, which is the 
shoe manufacturer's first major 
TV venture. Plans call for a heavy 
merchandising program to back up 
the television expenditure. Among 
the stars to be featured are Celeste 
Holm, June Havoc and Mary Mar- 
tin 


Tax Service to Bumberg 
Telo-Mail Tax Service, New 
York mail and phone order serv- 
ice for housewives and other em- 
ployers of domestics affected by 
the new social security law, has 
named Jay Gabriel Bumberg, New 
York, to handle its advertising. 


Progressive Moves Offices 

Progressive Broadcasting Sys- 
tem has moved its executive of- 
fices from 8983 Sunset Blvd. to 
Audio-Video Studios, 418 S. Rob- 
ertson Blvd., Los Angeles. The 
move consolidates the executive 
and production offices. 


DVERTISERS 
AGENTS © CLIENTS 


The continuous hazards of LIBEL, luvasion 
of Privacy, Plagiarism, Piracy and Viola- 
tion of Copyright — all are EPPECTIVELY 
INSURED by our UNIQUE cover which takes 
the sting out of these claims — and its 
cost is almost nominal! 


RITE FOR DETAILS D RATE 


EMPLOYERS REINSURANCE 
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Special Neckties Ordered by Companies 
for Salesmen are Harvale Co. Specialty 


New York, Feb. 1—Maybe 
you've noticed that school and 
fraternity ties are being worn 
more frequently. 

Even more noteworthy is that 
a number of large business 
companies are having their trade- 
marks woven artistically into 
quality neckwear for their execu- 
tives, salesmen and dealers. 

It’s a comparatively recent de- 
velopment that has come about 
largely through the initiative and 
abilities of two young naval of- 
ficers who left the Navy in '48 and 
started G. S. Harvale & Co., 100 
Fifth Ave., to specialize in spe- 
cialized ties. 

Starting literally from scratch, 


George A. Finck, Yale ‘41, and 
Sheldon Dietz, Harvard °41 (who 
used the first initials of their 


respective given names and com- 
pounded the names of their col- 
leges to form the name of their 
company), have built up an un- 
usual and profitable business 
largely through personal solici- 
tation and direct mail advertising 


s In 1950 Harvale & Co. designed, 
manufactured and sold between 
5,000 and 6,000 special neckties to 
eight large companies, and about 
7,000 special ties to colleges, clubs 
and fraternities. The company ties 


are sold at wholesale between $15 | 


and $30 a dozen, depending on the 
nature of the designs and fabrics 
The college ties average about $4 
retail, and the fraternity and club 
ties retail from $2.50 to $3.50. 

Among Harvale’s customers are 
Socony-Vacuum Oil Co. Tide 
Water Oil Co., Alexander Smith 
Carpet Co., Bigelow-Sanford Car- 
pet Co., Seagram Distillers, Bank- 
ers Trust Co., Ditto Co. and A. B 
Dick Co. 


Also, all of the so-called Ivy 


League colleges—Yale, Harvard, 
Princeton, Dartmouth, Brown, 
Cornell, Columbia and Pennsyl- 
vania—as well as the Harvard 


Varsity Club, Delphic Club, Fly 
Club, Fence Club and similar or- 
ganizations, are regular customers 
on a repeat order basis. 


e Members of Rotary Internation- 


al are consistent buyers of the 
company’s blue tie with small 
Rotary shields woven in white 


Harvale advertises this tie reg- 
ularly in the Rotarian, and receives 
orders from all parts of the world, 
Mr. Dietz said. 

Harvale’s first order for ties 
with the trademark of a  busi- 
ness company came from Socony- 
Vacuum as the result of personal 
solicitation by Mr. Finck. This 
is a dark blue tie with Socony- 
Vacuum’'s familiar trademark, the 
flying red horse, woven effectively 
in miniature symbols on the blue 
fabric. 

Socony has used the ties in sev- 
eral ways, at dealers’ conventions, 
at salesmen’s meetings, at testi- 
monial dinners, and as gifts to 
distributors. A. B. Dick Co. uses 
its ties as awards to salesmen 
Bigelow-Sanford presents its ties 
as gifts to dealers at market open- 
ings. Many of the directors and of- 
ficers of Bankers Trust wear their 
distinctive ties, and the trust com- 
pany has distributed ties to its 
correspondent banks also. Some 
companies use their ties as pre- 
miums. 


@ Last year, Harvale presented 
exclusively and for the first time 
in the New Yorker a collection 
of silk foulard ties designed by 


William Steig, one of America’s 


TRADEMARK TIES—B. K. Macloury, director of advertising and sales promotion of 
Bigelow-Sanford Carpet Co. (center), presents a tie with the company’s trademark 
woven into the fabric to R. E. Harrison, president of R. E. Harrison Floor Covering 
Co., Detroit, at Bigelow-Sanford’s convention in New York. T. D. Atkinson, regional 

manager of Bigelow, scrutinizes one of the ties. 


most popular humorous artists 
Mr. Steig’s caption and signature 
appears on the back of each tie 

For the most part, Harvale de- 
pends on direct mail advertising 
for business solicitation. It sends 
out printed folders and single 
sheets illustrating and describing 
specific ties, both four-in-hand 
and bows. One page or side of the 
mailing piece is an order blank 
The mailing is about 200,000 an- 
nually, the larger part of which is 
concentrated in the spring and 
fall. 

Messrs. Finck and Dietz design 
all fabrics used by the company, 
which operates its own produc- 
tion unit in Brooklyn. On a few 
large recent orders it let out some 
work on contract, but its 
facilities normally are adequate. 


‘ 
Apex Appoints Horton-Noyes 
Apex Optical Co., Providence, 
R. Ll, manufacturer of Apex mag- 


own 
| 


nifiers and sun glasses and Shad- 


O-Lite 
glasses, 


has 


night 


driving 
appointed 


and TV 
Horton- 


Noyes Co., Providence, as its agen- 


cy. 


To introduce a fine new prod- 
uct, Borden chose KJR and the 
Ann Sterling program for their 
only radio in Western Wash- 


ington. 


| REPRESENTED 


Bolta to Spend $750,000 


Bolta Products Sales Inc., Law- 
rence, Mass. will spend $750,000 
this vear to promote Boltaflex cov- 
ered furniture, inflatable toys, seat 
covers and yard goods. Beginning 
nex! month full-color full-page 
ads are scheduled for Better Homes 
& Gardens, House & Garden, House 
Beautiful, Ladies’ Home Journal 
Life and Successful Farming. Com- 
plete merchandising and dealer 
promotions have been arranged. H 
B. Humphrey Co., Boston, handles 
the Bolta account 


Appoints Wolfer, Douglas 


Wolfer, Douglas, Bennington, Los 
Angeles, has been named to han- 
die a national campaign for Varco 
Products, a subsidiary of Venice 
Auto Glass Co., Venice, Cal., man- 
u’acturer of hydraulic door lifts 
or automobiles. Automotive trade 
publications wili be used 


Kennedy Names Landry 

Tilden Landry, formerly on free- 
lance assignment in Hollywood 
and New York, has been named 
managing director of Paul Ken- 
nedy & Associates, New Orleans, 
advertising art studio 


BORDEN STARLAC 
EXCLUSIVE! 


NATIONALLY 


BY AVERY-KNODEL 
New York + Chicago + Los Angeles + San Francisco + Atlente 


Kellogg Corn Soya 
Pullman Company 


Anacin 
Willys-Overland 


Inc 


———— 


Already booked for 1951... 


MORE THAN HALF A MILLION DOLLARS 
IN ADVERTISING REVENUE 


With January, 1951, Quick began its first full year of 
advertising. Quick already has on the books for 1951 over 
half a million dollars in advertising revenue. Only Look and 
Life, among weekly consumer magazines, have had as 
big a first full year .. . and we're just getting started! 


ONE REASON FOR THIS ACCEPTANCE: 
CIRCULATION OVER 1,000,000 AND STILL GROWING 


Launched in July, 1949 ... a period of slumping magazine 
sales . . . Quick bucked the trend, went on to double 
its circulation in 1950, and it’s still growing! 


SOME ADVERTISERS USING QUICK: 


Admiral Television 
Old Gold Cigarettes 


The pocket news magazine for busy people 


BOUND TO SUCCEED...1T FILLS A WEED! 
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: No. 3873. Male 
& Market. 
+ A 24-page booklet on the habits 
of its readership audience is offered 
: by Argosy. This 1951 “Market Re- 
- port” breaks down such items 
the sex, age, family income, 
marital status and occupational 
groupings of its male readers. 


Analysis of the 


as 


3875. Handbook on Litho- 
graphy 
i Twenty-four steps of production 
in a lithographed job, from the 
creation of a design to the finished 
product, are pictured and ex- 
plained in this attractive booklet, 
“A Pictorial Demonstration of the 
Lithographic Process,” offered by 
: W. A. Krueger Co., Milwaukee. In- 
cluded is a schematic drawing ex- 
vn plaining the principles of a litho- 
graphic press. 


No 


No. 3878. Handy Market and Media 

Guide Booklet. 

A complete collection of mar- 
: ket and media data of all McGraw- 
‘ Hill publications and services are 
contained in this revised “Handy 
Guide” issued by the McGraw-Hill 
: Publishing Co. It presents con- 
a ) densed data on all domestic and in- 
> ternational publications, printed in 
7 two colors on insert stock, as well 
eS } information on mailing 
wil special services available to ad- 
’ vertisers, and district and branch 


as 


“3 | offices. 

5 4 : 
eg ) No. 3877. How Industrial Advertis- | 
5a ing Helps Make Sales. 
t i ; This 48-page booklet presents | 


* ten performance-facts reports tak- 
en from entries for the Putman 
Award for 1950; each selected by 
the NIAA awards administrative 


‘ 


200 E. Illinois St., Chicago 11, Nl. 


—please print or type) 


lists, | 


Please send me the following (insert number of each item wanted || 


committee as an outstanding ex- 
ample of “the best use of industrial 
advertising—the best documenta- 
tion of such use—in making more 
effective the selling of products or 
services to industry.” Taken from 
the actual advertising-sales rec- 
ords of industrial companies, each 
tells the company’s specific sales 
problem; the job, or jobs, assigned 
to advertising; exactly what was 
done in advertising and tangible 


results achieved. 
| 


No. 3880. Manual of Paper In- 
formatien. 
Information on how to order 


paper that cuts economically, in 
quantities that are handled and 
shipped economically, is given in 
this reference manual offered by 
Hammermill Paper Co. Included in 
the manual are data on grades, 
colors, finishes and weights of pa- 
per stock now available. 


No. 3883. Distribution in Today's 
Economy. 

This report prepared by Indus- 
trial Distribution tells the story of 
the industrial distributor's role in 
|a defense program. It offers prac- 
| tical information for distributors | 
}on short-notice deliveries, pro- | 
}duction speeding techniques and 
| other time saving services. 


| No. 3884. How to Appraise Mar- 

keting Research Services. 
| Six major components to con-| 
| sider in order to appraise accurate- 
ly the reliability and usefulness of | 
marketing research services are il- 
lustrated and discussed in this 
brochure offered by A. C. Niel-| 
sen Co, It also includes informa- 
tion on services and research proj- 
ects now in operation by the firm. 


Note: Inquiries for the items listed above will not be serviced beyond March 19. 


a USE COUPON TO OBTAIN INFORMATION 


; Readers Service Dept., ADVERTISING AGE 


'$ DEPARTMENT 


“ 


SS | 


a hac 


NII saesnionen onntestainceccenccsacinaineactdicaacapiaaa TITLE 

COMPANY ooccccces 

eee 

CITY & ZONE STATE 
OK IQ ws] WHATCHA GOT? 
\ \ S | 


Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 


| world about it right here in the classi- 


fied columns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 
parts of the country. Being primarily 
a@ news paper, ADVERTISING AGE’S 
classified columns are read most thor- 


| oughly—AND GET RESULTS! 
| 


MAXWELL 


ther 


SALES DEPARTMENT 


~ 
~ 


ouTDOOR 


WSs 


The R.C Maxwell Co. Trent 


ADVERTISING 


| salesmen immediately 


| Artist, 39, 


ADVERTISING MARKET Pace | 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 


line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 


ceding publication date. 


Display classified takes card rate of $11.25 per 
column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


| ASSISTANT CIRCULATION MANAGER | 


for national publications with combined 
circulations exceeding 400,000 located in 
East; should be rapid correspondent; mil- 
itary background desirable; an excep- 
tional opportunity with progressive pub- 


lishers; give full details, including salary | 


requirements 
Box 3574, ADVERTISING AG 
1l E. 47th St., New York 17, N. Y 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St. HA 17-2063 Chicago 4 
HOUSE ORGAN EDITOR 
AND PUBLICIST— 
Ohie 4-A Agency, 
strong on PR and employee relations 
needs editor experienced all phases con- 
tact; layout; fast, friendly copy for in- 
ternal house organs. Send resume, sam- 


ples, salary range first letter. Good op- 
portunity. 

Norman Malone & Associates, 611 First 
National Tower, Akron, Ohio, Phone 


Franklin 6148 

PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising. Advertis- 
ing, Sales Promotion and Management 

*AND* 

Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 

THE HONES COMPANY 
14 E. Jackson Bivd Chicago 4, Ill 
Staton WVOM, 5000 watt Boston Indepen- 
dent, seeks commercial manager and two 
These are top jobs 


for top men. Earnings unlimited. Apply 
1 Harvard St., Brookline 46, Mass. All 
replies in confidence 
Ask for ELINOR KENT 
Copy-Contact Man...Top agency ..to $7500 
M. E. degree. Industrial copy exp 
Copy Chief... Indust. copy exp....to $7500 
Good visualizer. Relocate 


Ace Pkg. and Graphic Design Artist. Open 
Sales Promotion Writer Relocate.$5000 
Expert Division. Mechanica! aptitude 
2 Layout Experts Assist Art Dir.$6500 
Top agencies, Expert figure renderers 
Catalog Expert...M. E. degree pref. Open 
MONARCH PERSONNEL 
E. Jackson WA 2-9400 Chicago 4 
POSITIONS WANTED 
Advertising Promotion Man 
Advertising Space Salesman— 
reaching fifty with 28 yrs. varied 
display, trade pub., feature 
editions) adv sales exp. is 
Location immaterial, have 


28 


Just 
(classified, 
Pgs, spec, 
available 


bank refer, prefer commission basis. E. O 
| Brown, Claridge Hotel, St. Louis, Mo. 
"Adv. & Sales Prom. Exec. 


Casualty of War Effort 


War conditions postponed expansion of 
present employer and my promotion in- 
definitely Gen. Mgr reluctantly ad- 


vises to seek new connection in company, 
agency or media where immediate use 
can be made of my 15 years merchan- 
dising experience. Age 40 
Box 3591, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


all-around creative, roughs 
and finished, lettering, layouts, ideas, 
ads, letterheads, labels, direct mail, prod 
Prefer West Coast. Free samples 
Box 3592, ADVERTISING AGE 
ll E. 47th St., New York 17, N. Y. 
FUTURELESS JOB 
Checks publ.-edit. career. 5 yrs. exp., 27. 
Box 3593, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
Art Director—$5,000. Chi. area. Crisp 
layout, lettering, gen. finish, prod. Wants 
change to aggressive med. or small agen- 
cy. Fast man 
Box 3594, 
200 E. Illinois St., 
Executive Available—proven 
advertising, sales management, merchan- 
dising and product styling, with manu- 
facturing background—ideal combination 
for medium sized manufacturer 


ADVERTISING AGE 
Chicago 11, IL 


ability in 


Box 3595, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il 
Space “Salesman, 30, draft exempt. Now 


calling on national manufacturers in New 


England. Interview will sell you. 
Box 3596, ADVERTISING AGE 
11 E. 47th St.. New York 17, N. ¥ 


A NEW... 
liluminated 
30’x 30’ DISPLAY 
in the Heart of 
TRENTON, N.J. 


POSITIONS WANTED 


TECHNICAL COPYWRITER 

| Young woman with free-lance technical 
copywriting experience desires permanent 
position. College graduate, engineering 
background. Chicago area only. 

| Box 3597, ADVERTISING AGE 
Illinois St., Chicago 11, Ill. 


| 200 E 


| MISCELLANEOUS 

| LABOR SHORTAGES can be beaten. 
Classified ads effectively written 
shrewdly scheduled solved the problem 
for many industries in World War II. Ser- 
vices now available for limited number 


of clients, Write, wire, phone: The J 
Keenan Advertising Agency, Specialists 
in classified advertising since 1906, In- 


dustrial Section, Rochester 4, N. Y. Ham- 
ilton 3771 


SALES 
REPRESENTATIVE 


IF YOU live in a metropolitan cen- 
ter where advertising and printing 
ore produced, we offer you an op- 
portunity to represent a company 
whose products are being used by 
the country's leading advertisers. 


You will call on advertisers, agen- 
cies and printers. You will get a 
protected territory with full com- 
mission on all orders. A steady vol- 
ume of repeat business can easily 
be cultivated. 


Our company has been in business 
for 17 years, is now operating at the 
largest volume in its history. KLEEN- 
STIK is being used by many of the 
largest point-of-purchase advertis- 
ers. Their samples in your sales kit 
will make your selling job an easy 
one. We will back your sales effort 
with a constant flow of inquiries 
from our publication advertising 
and direct mail. 

We prefer a man who is now suc- 
cessfully selling some type of adver- 
tising or a specialty in the graphic 
arts field. You will not have to give 
up your present connection Write 
direct to: 


KLEEN-STIK PRODUCTS, INC. 
225 NORTH MICHIGAN AVENUE 
CHICAGO 1, ILLINOIS 
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OPPORTUNITY 
| In The Southwest 


| Albuquerque is the fastest-growing 
city in the Southwest; fifth fastest- 
growing in the Nation (according 
to Western Building), and has the 
finest year-round climate in Amer- 
ica. The leading Agency in this area, 
25 years old and still growing with 
the Southwest, has an opening with 
excellent possibilities for a man of 
ability and ambition. He should be 
able to handle small or medium- 
size accounts smoothly and effi- 
ciently; sell and produce all kind 
of advertising material; and should 
consider no task too trivial to do 
well and no advertising problem 
too complicated to solve. Small 
agency training is desirable but not 
| required. Please give information 
jin detail and enclose photograph. 


WARD HICKS, Advertising 
P.O. Box 1317 
Albuquerque, New Mexico 


SOMEONE SOON 
(and it may be YOU!) 

_a Manufacturer, an 
Agency or a Publisher 


will make profitable use of my 15 
years creative, administrative sales 
promotion experience 

IDEA  selt-starter. Hard-hitting 
copywriter. Full knowledge all 
phases direct mail. Heavy on cata 
logs, circulars, house organs, dealer 
helps, exhibits. Completely in 
tormed general and business publi- 
cations. Go anywhere tor real op 
portunity. 40, married, two children, 
college degree. Resume on request 


Box 7794, ADVERTISING AGI 
200 E. Ilinois St., Chicago 11, Hl 


Distinctive 


lustration for posters, booklets, ads 
etc. Reasonably priced, quick serv 

e. layouts submitted. Nationally 
zed artist: Write for samples 


rece 


1504 BOOGE- OMAHA MEBRASEA 


ADVERTISING 


1930, 14 
years with three top-rank agencies. 


Account executive since 
Mostly foods, leading national brands. 
Curiosity sells 
me. 


about’ what goods 
made an ex-writer of But can 
}t work out copy changes with client, 
help writers, and pick ads that will 
halt eyes and sell. Always budgeted 
time to travel with salesmen. grasp 


regional problems. Wide experience 
with promotions, deals, sales-adver 


tising problems, research, campaign 


planning, economies, budgets, adver 


tising department procedures, media 


contests, consumer 


This 


service depart 


! 
selection, store materials, premiums. 
l seeks: 


ments, experence 


Lc 


ACCOUNT EXECUTIVE... 


MANAGER OR 


EITHER an 


tand 


unusual adverti-ing 


sales promotion) manager 


ship under a man who knows why 
the job should pay a/most as much 
as his ageney the 


pays account 


execulive, 


OR 


where 


executive's job 


departments 


an account 


are strong 
where teamwork leaves scope tor 


individual initiative and decision 


Although salary and extras now 
around $20,000, contentment out 
weighs highly taxed top dollars. In 


Chicago, but location wide-open. Box 
7792. Advertising Age. 200 EF. Hlinei- 
Street, Chic age 11. Ilinois. 


Wanted 
ADVERTISING 
MANAGER 


A prominent nationally known 
manufacturer, Chicago area, 
selling through hardware and 
mill supply houses desires top 
flight man under 40 with ex- 
perience in this field. Rapid- 
fire merchandising and market- 
ing ideas are essential. Write. 
stating age, education, experi- 
ence, salary expected and refer- 
ences. No phone calls, please 
GEBHARDT and BROCKSON, 
Inc. 
600 South Michigan Avenue 
Chicago 5, Illinois 


--------- - 
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IT'S A GIFT—Willord Pleuthner (book in 
hands), a vice-president of Batten, Barton, 
Durstine & Osborn, New York, presents 


@ copy of his work, “Building Up Your 

Congregation,” to Tommy Bartlett of the 

radio show “Welcome Travelers.’ The 

book applies tested business methods to 
church management. 


Augstein Sets Suit Drive 

S. Augstein & Co., New York, 
will spend more than $100,000 be- 
tween February and June in ten 
consumer magazines, through Mor- 
ton Freund Advertising Agency, 
promoting Sacony Suits of Palm 
Beach. Copy theme is “One plus 
one equals four. Buy two suits, get 
four suit changes.” Ads ranging 
from b&w half pages to full-color 
spreads are scheduled in Charm, 
Glamour, Good Housekeeping, 


Holiday, Ladies’ Home Journal, 
Life, Mademoiselle, New York 
Times Magazine, Today’s Woman 


and Vogue. 


Smoothalin to Beacon 

Beacon Advertising Associates, 
New York, has been appointed 
agency for the Smoothalin division 
of American Dietaids Co., Yon- 
kers, N. Y. A newspaper test cam- 
paign is now in progress. Hanly, 
Hicks & Montgomery, Chicago, 
handles the remainder of the Diet- 
aids account. 


To Wilhelm-Laughlin-Wilson 


The New York office of Wil- 
helm-Laughlin-Wilson & Asso- 
ciates has been named to handle 
advertising for Anton Smit & Co., 
importer of industrial diamonds 
and manufacturer of diamond 
tools. 


uncommon opportunity 
TO ACQUIRE 
30-year-old agency 


@ by another agency desiring Los 
Angeles office, or 
@ by one or two experienced agency 
men lage 30-45). 
Qualified agency or applicants to 
purchase interest now and balance in 
5 years upon retirement of founder. 
This incorporated agency has unim- 
peachable credit with all medio and 
suppliers and enviable reputation for 
long service to local and national ad- 
vertisers, 
PRINCIPALS ONLY write fully in strict 
confidence to “PRESIDENT”. 
Box 7795, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


Appoints Ward-Griffith 

The Southwest Citizen, Lake 
Charles, La., has named Ward- 
Griffith Co. as its national adver- 
tising representative. Southwest 
Citizen recently purchased the cir- 
culation list of the Lake Charles 
Southwest News, a Sunday pic- 
torial magazine, and wilj distribute 
it as a Sunday magazine supple- 
ment (AA, Jan. 8). 


Joins Cunningham & Walsh 


Oakley W. Cooke, formerly with 
Berens Organization, has joined 
the public relations department 
of Cunningham & Walsh, New 
York. 


Mactadden Shifts Lowther 

Eugene J. Lowther, formerly | 
with Sport, has been transferred | 
to the New York sales staff of | 
True Story Women’s Group. Both | 
are Macfadden publications. 


Masonite Promotes Marion 


F. O. Marion has been named 
sales manager of Masonite Corp., 
Chicago. He succeeds the late Wal- 
ter G. Stromquist. Mr. Marion had 
been Mr. Stromquist’s assistant. 


| 
} 
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.-- lf Your Goods Are Sold Through Stores 


geesesescossnosnn™” % 


Brings Business 
“Invisibles”’ Into 


Sharp 


qoccconccsssoors® 


sovcnssssnsensnener™ 


ACB reads every advertisement 
published in the 1,750 daily and 
Sunday newspapers of the U. S. 
and can furnish you with any 
information therein 
For example, here is a prime 
source for knowledge of distrib- 
utor and retail trade connections 
. here you can tell exactly how 
your dealers are cooperating with 
you as compared with your com- 
petition. Here is the source for 
new products offered . . . new 
sales plans being tested out. 
These and many other important 
developments are revealed in 


79 Madison Ave. 
538S.Clork St. * 
161 Jefferson Ave. ° 
16 First Street * 


Phone: 37-0595 
Phone: Sutter 1-8911 


ACB SERVICE OFFICES 
* Phone: Murray Hill 5-7302 * New York (16 
Phone: Wabash 2.6130 * 


detail by ACB’s Newspaper Re- 
search Reports 

ACB reports have been used by 
leading merchandisers for many 
years. They are made up to your 
own specifications as to informa- 
tion or areas covered. 


Send Today . .. 


for a 24-page Catalog describ- 
ing and illustrating the 12 help- 
ful services which ACB will 
furnish to merchandisers. Gives 
details of cost, cov- 
erage, list of users, 
ete 


Chicago (5) 
. Memphis (3) 
* Son Francisco (5) 


RIGHT-HAND MAN 
WITH A PENCIL 


My “inside man” four years while 1 
built and directed a thirty-man organ- 
ization selling intangibles is ready for 
a change. He’s a top-notch corre- 
spondent (Dartnell winner), and ca- 
pable writer of sales literature: letters, 
bulletins, manuals, direct mail. Has 
sound judgement and old-fashioned 
virtues of dependability and loyalty. 
Young (35), clean-cut, and ambitious 

he will make an excellent assistant 
to an advertising or sales executive. 
Moderate starting salary. Available 


February 12. 
ADVERTISING AGE 


Box 7793, 
200 E. Illinois St.. Chicago 11, Ill. 


Publication printer 

has open capacity for one monthly 
mogazine. Desired and most eco- 
nomical run approximately 100,- 
000. Quality Chicago house with 
all latest equipment. Up to 30 
tons of paper a month available. 
Write: 

Box 7796, Advertising Age 

200 E. Illinois St., Chicago 11, Ill. 


c Lively and 


— 


—— 


YOu, 
SPACE BUYER 


Advertisers like it because readers like it. 
Alert editing and lively make-up combine to 
give The Call-Bulletin its distinctive sparkle. 
Its forceful, modern outlook is backed by 95 
years of experienced leadership, and today's 
Call-Bulletin has dash and dependability. 


est By-Li 
S ee 


o 


you, 


| SALES MGR. 


Winchell, Pegler and Hatlo, to name just a 
few. Sokolsky, Lawrence, Haney and Powers 


toonists and 


special 


the nation's greatest columnists, car- 
interest experts are 


paraded daily in the newspaper that brings 
San Franciscans their best reading—gives 
advertisers their best buy. 


San Francisco Has Four 
Good Daily Newspapers 


7 


{fy 


You, 
ADV. MGR. 


The importance of the time advantage in 
“today's news today” is magnified 
N-Bulletin due to its Golden Gate 
location. 5 p.m. in San Francisco is 8 p.m. 

1 a.m. in London; 4 a.m. in Mos- 


ntin 


‘or The 
New York; 


cow—and news sources throughout the world 
are closed down. 


ACCOUNT EXEC. 


Years of Call-Bulletin display linage leadership 


prove that distinguished 
best buy-lines. Sprightly 


ning pictures and complete departmentals 
give coverage to all interests — provide a 
rounded, authoritative background for all 


advertising classifications. 


~++++@ Rep from any 


Moloney, Regan =s a, 
office can show you wh 


The Call-Bulletin CanDo 
The Best Job For You 


THE Caut-Butrertin 


SAM PRANCISCO'S Friendly NEWSPAPER 


by-lines make the 
writing, prize win- 
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® to reach the Catholic buy- 
ing market effectively 
and profitably 


®@ to influence over 25% of 
the growing Catholic 
population in America 
today 


@ to sell your products and 
services to the 1,300,000 
families who buy more 

“and buy more often than 
the average American 


family 
“Only the sales-proved 
Our Sunday Visitor 
—Register UNIT 


offer these exclusive 


‘nation-wide features 


TRY I 


Send for the facts! 


Write today without obligation 


for current rates, readership 
figures, national coverage ond 
pertinent sales helps to sell 
your products to this growing 
Catholic buyers market across 


the nation 


1,389 848 


CIRCULATION WEEKLY 


Our Sunoay Visitor 


Recister Unit 


ADVERTISING REPRESENTATIVE 


C. D. Bertolet & Co., Inc. 


30 N. Dearborn St., Chicago 2, Ill. 


Rochester Advertising Council Does 
THERE IS Much That National Council Cannot 


RocuHester, N. Y., Jan. 31—The 


| Advertising Council of Rochester, 


organized about six months ago to 
carry out locally the same prin- 
ciples and work as the national 
Advertising Council, and to do 
some things that the national body 
cannot do, is demonstrating that 
there is a need and a place for such 
an organization at the community 
level. 

The formation of similar groups 
is under consideration in other 


| cities, but at this writing, so far 


:) national 


as is known, none has been form- 
ally established. 

Samuel C. Gale, chairman of the 
Advertising Council and 
vice-president in charge of adver- 
tising for General Mills, in his 
column in the forthcoming issue of 
the council’s “News” emphasizes 
the importance of this movement. 


e “One of the brightest prospects 
for the council,” he says, “is a fast- | 
growing movement at the local 
level which promises to add great 
force to advertising’s public service 
ind considerable prestige to the 
industry’s public reputation. 

“I am talking about the encour- | 
aging actions which several im- 
»ortant business communities have 
taken in behalf of public service 
advertising. In the late months of 
1950 more than one advertising 
club and civic group almost simul- 
taneously took on the job of im- 
plementing organizations that will 
punch home to their own neighbors 
many of the public service cam- 
paigns which, since World War II, 
have been conducted almost ex- 
clusively at the national level 

“Up to now the Advertising 
Council has depended almost en- 
tirely upon newspapers, radio sta- 
tions, outdoor advertising plants, 
local transportation advertising 
companies and company publica- 
tions to ‘merchandise’ the national 
campaigns to individual communi- 
ties. All these participants and 
supporters of the council have 
rendered remarkable service, but 
they can do much more if they 
have the added support of civic- 
minded groups. 


e “One of the outstanding local 
groups is the Advertising Council 
of Rochester,” Mr Gale says. “This 
local council is patterned after the 
national council, with all phases of 
Rochester society represented on 
its public policy advisory commit- 
tee, and all soris of businesses and 
elements of advertising and media 
are represented on its board of 
directors. 

“We are especially proud of this 
development in Rochester because 
W. B. ‘Pete’ Potter, director of 
advertising operations for Eastman 
Kodak Co., and one of the national 
council’s directors, is chairman of 
the board of the Advertising Coun- 
cil of Rochester.” 

The Rochester group is com- 
pletely autonomous. It is financed 
by local industry and uses the vol- 
unteer talents of Rochester admen. | 

| 

| 
e “We believe we are the first | 
separately set up advertising coun- 
cil on a regional basis,” Edward P. 
Harrison, president of the Roches- 
ter council, told AA. “We have no 
link with other cities except that 
some advertising clubs, notably on 
the West Coast, have asked us 
about the ‘Rochester plan.’ 

“As ex-secretary of the Roches- 
ter Advertising Club,” Mr. Harri- 
son said, “I can assure you that 
the adclub has grown to be more 
or less of a general luncheon club 
with the accent on fellowship. It 
is not equipped to handle work 
such as the council is doing. 

“It was the New York secretary 
of state’s idea that the Rochester 
Advertising Council] would be a 


conflicting name with the Roches- 
ter adclub, hence the delay from 
July to October in getting an ac- 
ceptable corporate name—the 
Advertising Council of Rochester. | 

“On Jan. 15 the interim board 
of directors was reelected for one-, 
two- and three-year terms, and 
the incumbent officers asked to 
continue. 


@ “Major current campaigns ap- 
proved by our public policy ad- 
visory committee and on which we 
are now at work include Rochester 
civil defense, Rochester community 
chest, and its 47 participating 
agencies, and the Rochester chap- 
ter, American Red Cross blood 
program. 

“The Red Cross aid,” Mr. Harri- 


E. P. Harrison 


W. B. Potter 


son pointed out, “shows why the 
national Advertising Council wel- 
comes a local group. National 
advertising of blood banks would 
be wasteful, for relatively few 
cities even of 100,000 population 
have such receiving centers. Roch- 
ester is happy that it is pioneering 
both in blood banks and in public 
service advertising of them. 

‘After rather a slow start,” Mr. 
Harrison said, “I am happy to say 
we are receiving excellent public 
and business acceptance of our 
group.” 


@ In a booklet describing its func- 
tions and objectives, the local 
council lists six major objectives: 

“1. To invite and investigate, 
fairly and impartially, all requests 
from local (as well as county, 
state, and national) groups seeking 
publicity aid and advertising sup- 
port for any worthy movement, 
cause or program. 


“2. To correlate, coordinate, plan, 
prepare and supervise advertising 
and publicity using all available 
advertising media for all move- 
ments, programs and projects ap- 
proved by the public policy com- 
mittee of the council 

“3. To be ready in any emergen- 
cy, in peace or in war, to step into 
any situation and provide such 
help as the talent, experience, in- 
fluence and contacts of the council | 
make possible. 


| 


e “4. To work closely with our 
schools, churches, character-build- 


ing agencies, charities, veterans’ 
organizations, city, county, state, 
and national officials to further 


good works and to support patriotic 
programs 

“5. To cooperate with the na- 
tional council at a local level with 
approved nationwide activities and 
programs such as the USO, CARE, 


| conservation, better schools, safety 


campaigns, U. S. savings cam- 
paigns and others, as well as any 
new home front programs occa- 
sioned by defense necessities. 

“6. To publicize by every medi- 
um possible the true meaning of 
freedom and democracy and to 
combat ideologies and ‘isms’ seek- 
ing to undermine American princi- 
ples and to destroy the faith of our 
people.” 


@ Patterned after the successful 
operation of the national council, 
the Advertising Council of Roch- 
ester has its board of directors, 
which is the over-all operating 


group. However, campaigns must 
be passed upon favorably by the 
public policy committee, made up 
of public-spirited individuals rep- 
resenting religion, social agencies, 
education, industry (large and 
small), labor, the press, merchants, 
professional men, city officials, etc. 
The council has no other endorse- 
ment or sponsorship than via its 
public policy committee. 

Once approved, the council 
board appoints a campaign coordi- 
nator. Under his direction, mem- 
bers of the council are selected as 
a task force. The campaign is 
planned, prepared and scheduled 
as carefully as an advertising man- 


|} ager would work with his agency 


in launching a new product. 
Solicitation is then made to 
media and to the users of adver- 
tising to include the campaign in 
their various operations so that 
maximum circulation and impact 
are secured throughout the city. 


@ As a result of all this planning, 
it is pointed out, the council helps 
to create order through its central- 
ized public service and its system- 
atized procedures. Its campaigns 
are selected with competence so 


| that media and advertisers can be 


sure of their merit. In consequence, 
it is expected that savings will be 
made in the demands which are 
now made, sometimes with ex- 
treme pressure, for sponsorship of 
relatively unimportant programs. 

“The council will in no way 
affect or interfere in the financing 
of campaigns and home front pro- 
grams,” it is emphasized. “This 
will be carried on just as it has 
always been. 

“What the council will do is to 
keep all advertising expenses to 
a minimum by sound planning, by 
utilizing specialized skills and by 
cooperating intelligently with all 
media, as wel) as with retail stores 
and other local advertisers. Coun- 
cil members make no charge for 
their services.” 


@ The council is a going concern, 
a permanent organization. It main- 
tains offices at 311 Alexander St., 
Rochester 4, and has a fulltime 
president-manager. 

The council may be likened to a 
standing committee, one that is 
staffed and equipped to go into 
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will lift many of the civic promo- 


tional burdens from _ individuals 
and from industry. It will give 
them a place, a permanent group, 
to which all requests for advertis- 
ing suppor: for community projects 
can be referred. It will serve as a 
kind of clearing house, screening 
requests and deciding their worth 
from the standpoint of the com- 
munity as a whole 


Caterpillar Adds Division: 
Names Ames Sales Head 

Caterpillar Tractor Co., Peoria 
Ill., has created an additional sales 
division, the Plains division, to be 
made up of territory formerly un- 
der the central! division, which now 
takes over part of the company’s 
eastern division. 

Kenneth F. Ames, former head 
of sales training for the company, 
has been named sales manager ot 
the Plains division. Lee Morgan, 

{former district representative in 
New York, and Gordon Fowler, 
former eastern sales division as- 
sistant, have been named assistant 
sales managers of the new division 


Kate Smith Named 
Editor of ‘The Woman’ 


Kate Smith, who already has one 
of the busiest schedules in radio 
and television, has been named 
editor of The Woman, published 
by Farrell Publishing Corp., New 
York. 

Miss Smith assumes responsibil- 
ity for the editorial content of the 
13-year-old magazine as head of 
the editorial] staff. She will write a 
monthly editorial, a feature which 
is being revived. The appointment 
is effective with the next issue of 
The Woman, which goes on sale 
}early this month. 
| 
Gaines Joins Hoffman Radio 

Edward Gaines, former appli- 
ance merchandise manager for 
Life, has joined the advertising de- 
partment of Hoffman Radio Corp., 
Los Angeles. 


Gets Cosmetic Account 

Estee Lauder Cosmetics Co. has 
appointed Lawrence Boles Hicks, 
New York, to handle its advertis- 
ing. 


SALES LETTER “STOPPERS” 


Hundreds of unique ideas available 
or specially created to increase your 


- . ‘ letter effectiveness. Write on your 
action immediately. Its members letterhead for complete list and 
are professional advertising and samples. 
public relations men. - A. AUGUST TIGER 

It is expected that the council Sie. Mw tes &. &. ¥. 
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Process Color Plates, Benday 
and Black-and-White Engrav- 
ings. Electrotypes and Nickel- 
tyres molded in Lead, Tena- 
plate and Vinylite 


. the low price, but the 
savings shrank along 
with the suit 


There's no short cut to quality in photo- 


engravings, cither. If there were, we 


certainly would have found it in our 59 


years of service to advertisers and 


thew agencies 


Since 1892, we have built our reputation 
around the idea that the finest printing 


plates are the most economical in 
the long run. That's why you 
can always depend on Glol« 
for faithful reproduction 

ol your cop, 


Call HArrison 7-5305 


GLOBE 


ENGRAVING and ELECTROTYPE COMPANY 


HArrison 7-5305 + 711 South Dearborn Street + Chicago 5, Illinois 
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READERS APPROVE—One of the humorous 
type ads for Monroe shock absorbers 
approved by 76% of readers queried. 


Most Readers Like 
Humorous Ad Copy. 
Monroe Survey Finds 


Monroe, Micn., Jan. 31—Hu- 
morous advertising copy gets high 
readership, at least in automotive 


Frankfort Names Tonnele 

Laurent J. Tonnele, with Frank- 
fort Distillers Corp., New York, 
since 1949, has been appointed na- 
tional sales manager to coordinate 
sales merchandising activities of 
the company on its Paul Jones 
brand. 


WCCO Appoints Bormann 


L. J. Bormann, formerly news 


| director of WMT, Cedar Rapids, 


named director of 
public affairs of WCCO-CBS, 
Minneapolis-St. Paul, succeeding 
Wiley S. Maloney. 


Ia., has been 


Manhattan Names Lowell 

Manhattan Products has named 
Mortimer Lowell Co., New York, 
to handle its advertising, consist- 
ing of small space mail order 
insertions. The company previous- 
ly placed its own advertising. 


Sekine Names Kahn Agency 

I. Sekine Co. has appointed 
George N. Kahn Co., New York, 
to handle advertising for its line 
of tooth brushes, hair brushes and 
hand brushes. This is the com- 
pany’s first agency. Direct mail, 
business papers and point of sale 


displays will be used for the 
present. 
Named Brand Names V. P. 


Nathan Keats, director of pro- 
motion and publicity for Brand 
Names Foundation Inc., has been 
elected to the newly created posi- 
tion of vice-president. 


ABC Signs Two Outlets 


KSO, Des Moines, and KSCJ, 
Sioux City, will affiliate with 
American Broadcasting Co., effec- 


tive June 16. 


| Retsdal Buys Nelson Agency 

| Russ Nelson Advertising, Minn- 
j}eapolis, has been purchased by 
| Palmer Refsdal and will be known 
as Palmer Refsdal Advertising 
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Interchemical Boosts Kuhn 


Edward Kuhn has been named a 
divisional vice-president of the In- 
ternational Printing Ink division 
of Interchemical Corp., New York. 


Agency 


Mr. Nelson has rejoined 
his former employer, Jensen Print- 
ing Co., Minneapolis 


headquarters in Cincinnati. 


He will continue as sales manager 
of the IPI southern district, 


with 


America's 


FOREMOST 


TOY TRADE 


Magatin« 
Only ABC Tey 


Oldest in Field 
leads in Lineage 


Write for New Market 
Deto Folder 


Peper 


|| McCREADY PUBLISHING 


71 W. ted N.Y. 10 


trade papers, according to a recent 
survey conducted by Monroe Auto 
Equipment Co. 

Monroe adopted the humorous 
copy approach in July, 1949, using 
a cartoon character named Mac, 
a service station attendant with a 
“Sad Sack” penchant for rarely 
doing things correctly. 

Ads headlined “Missing Some- 
thing, Mac?,” with a cartoon show- 
ing Mac pulling his proverbial 
boner, have been running in eight 
automotive trade papers, and it 
was among the readers of these 
publications that the survey was 
taken. 


s Questionnaires were sent to 
3,500 readers, and 350 replies were 
received. More than 76% of those 
replying said they had seen Mac in 
the Monroe shock absorber ads, 
and 91.5% said they liked the hu- 
morous type of ad Monroe was 
using. (A copy of the current Mon- 
roe ad was enclosed with the ques- 
tionnaire.) 

When asked if they would prefer 
an advertisement that just told a 
story about the product, without 
the cartoon, only 11.7% said they 
would, while 83.5% indicated they 
preferred cartoons with their ads. 

Publications participating in the 
survey, which was conducted by 
Ewell & Thurber Associates of 
Toledo, Monroe agency, were 
Automotive Digest, Automotive 
News, Brake Service, Jobber Top- 
ics, Moter, Motor Age, Southern 
Automotive Journal and Super 
Service Station. 


Holeproof Plans Special 
Campaign for Nappers 
Holeproof Hosiery Co., Milwau- 
kee, will include in its spring 1951 
promotion a special advertising 
campaign for Nappers, all-nylon 
slippersocks. Ads will appear in 
Collier’s, Look, Parents’ Magazine, 
Popular Mechanics, The Saturday 
Evening Post, Seventeen, Today’s 
Woman and True. Radio and 
newspaper cocperative advertising 
on a local basis also will be used. 
The company recently an- 


nounced that it will increase its| 


spring advertising budget 20% 
over last spring’s all-time high 
(AA, Jan. 1). Four separate Hole- 
proof drives, plus this newly 
announced special campaign, have 
been scheduled. Weiss & Geller, 
Chicago, is the agency. 


Appoints Stanton Agency 
Rusk’s King Nectarberries, 
Grants Pass, Ore., has appointed 
Stanton Advertising Service,Grants 
Pass, to handle advertising for its 


nectarberry plants. A spring cam- | 


paign will start in the Journal, 
Portland, Ore. Newspaper adver- 
tising will be supplemented by 
space in Sunset Magazine, begin- 
ning with the March issue. 


media Duyers are salesmen 


and SRDS 


is their 


That's something to consider, Mr. Pub- 


lisher, Mr. Station Manager! 


The media buyer, be he space buyer, 
time buyer, media director, account 1 | 
executive or advertising manager, must 
RE-SELL what he buys, or would buy, 


from you. 


And usually the re-selling has to be 
done in conference, where the media 
buyer must support and defend the 
media of his choice against the chal- 


lenge of those who want to be 
has picked the right ones. 


What does the media buyer use to 


support his decisions? 


He uses the SRDS book that covers 


the market or the medium in q 


No other source of the information he 
s all the 
possibilities) and so accurate (the major 


wants is so complete (SRDS list 


media publications of SRDS are 


brought up to date every month 


And when your Service-Ads are 
there, supplementing and expanding 
your media listing in SRDS publica- 
tions and your market listing in Con- 
sumer Markets with other facts that 


help buyers buy, your salesman 


spot, the media buyer, can do a better 


job for you. 


For more details, see the 


Service-Ad in Classification | of BUSI- 111) 


NESS PUBLICATION ADV 
ING RATES AND DATA.* 


-on-the- 


sure he 


uestion. 


). 


SRDS 


ERTIS- 


sales kit 


This ONE BIG FACT that makes SRDS 
publications good, economical media ad- 
vertising mediums—different from every 
other 

Buyers USE them when they are solving 
market and media problems and making 
media decisions 

SRDS publications do not just “reach” 
buyers. Buyers reach for THEM. In SRDS 
publications you do not seek to interest 
buyers in your media information. Here, 
buvers SEEK such information 

SRDS publicayions cover no counter dis- 
play specialists, few retail store advertising 
people. National and regional buyers of 
space and time are the regular users of 
SRDS publications—media buyers, adver- 
tising managers, account executives—the 
people most concerned with market and 
media selection 

In SRDS publications you need not divert 
promotion dollars to costly art work, nor 
use space for attention-getting devices 
Buyers want useful information in these 
pages, arranged in simple, orderly fashion, 
to help them buy wisely, without wasting 
time. 


SRDS TITLE CHANGES 


The nine publications of Standard Rate & 
Data Service are now published under the 
following descriptive titles 

BUSINESS PUBLICATION ADVERTISING RATES 
AND DATA, formerly known as the Business 
Publication Section. Monthly 

CONSUMER MAGAZINE ADVERTISING RATES 
AND DATA, formerly known as the Con- 
sumer Magazine Section. Farm Publication 
Advertising Rates and Data is included in 
this publication. Monthly 

NEWSPAPER ADVERTISING RATES AND DATA, 
formerly known as the Newspaper Section 
Monthly. 

RADIO ADVERTISING RATES AND DATA, 
formerly known as the Radio Section. 
Monthly. 

TELEVISION ADVERTISING RATES AND DATA, 
formerly known as the Television Section 
Monthly. 

NATIONAL NETWORK RADIO AND TELE- 
VISION SERVICE, 2 new SRDS publication 
Monthly. 

TRANSPORTATION ADVERTISING RATES AND 
DATA, formerly in the Consumer Magazine 
publication, but now published monthly as 
a separate volume 

A.B.C. WEEKLY NEWSPAPER ADVERTISING 
RATES AND DATA, formerly known as the 
A.B.C. Weekly Newspaper Section. Semi- 
annually 

CONSUMER MARKETS, the handbook of 
market statistics, remains CONSUMER 
MARKETS. Published annually 


*Formerly known as the Business Publication Section of SRDS. 


a 


STANDARD RATE 


AND DATA SERVICE 


The Notional Authority Serving the Media Buying function 
Walter E. Botthof, Publisher 


333 North Michigan Ave., Chicago 1, Ill. — New York —Los Angeles 
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~~ How to Promote 
Initiative in 
Business Told 


New York, Jan. 31—As pro- 
duction and materiel problems 
again assume important propor- 


tions in American industry, many 


advertising and promotion men)| 
will return to their wartime jobs! 
pro- 


of stepping up _ individual 
duction and initiative. 

In that background, Harvard 
University Press’ “Individual Ini- 
tiative in Business” takes on added 
significance. The bulk of the book 
is taken up with speeches and 
pane! discussions held at a busi- 
ness conference of the Harvard 
Graduate Schoo] of Business Ad- 
ministration. 

Edited by George H. Allen, sales 
promotion director of McCall's, 
and chairman of the Harvard Busi- 
ness School Assn.’s_ conference 
committee, the book represents a 
wide variety of viewpoints on how 
to stimulate initiative. 


ae Sample quotes: 

Neil H. McElroy, president, 
Procter & Gamble Co: “Manage- 
ment must be prepared to go far- 
ther than simply to demonstrate 
by example that business under 
the American system offers to the 
country the best opportunity of 
sound growth. Management must 


also be prepared to fight artic-| 


ulately for a protection of the 
favorable climate required for the | 
nurturing of individual initiative.’ 
Meyer Kestnbaum, president, 
Hart Schaffner & Marx: 
way to put initiative to work with- 
in the company is to recognize, 
encourage and train those who 
give promise of growth, and to} 
create conditions which encourage 
those individuals who have 
precious quality to exercise it.” 
Dudley W. Figgis, chz 
American Can Co.: “It is our be- 
lief that the policies of diffusing 
responsibility and authority, of 
group meetings for discussion of 
company policies. ..of encouraging 
a healthy curiosity in the com- 
pany’s affairs, tend to break down 


those barriers which might stifle! 


the initiative of an employe in a 
large corporation.” 


@ Roy E. Larsen, Time Inc., on 
initiative within the community: 
“Isn't it important for us to make 
sure that these teachers are enthu- 
siastic about the way our system 
works? That they know from their 
own experiences, from their own 
salaries, from their own schools, 
that we as business men believe 
in a high quality of education for 
all as a basic tenet of our demo- 
cratic society?” 

Peter Drucker, author and econ- 
omist, in a panel discussion, assay- 
ing the case of a “highly-publicized 
business man” who had recently 
been removed from the presidency 
of a large company in Boston: 
“The company put a salesman into 
that job without looking at the job 
The man was probably a very good 
ace salesman, but he was simply 
not fit for a job which, as events | 
showed, was primarily a_ long- 
range planning job and not a door- 
to-door or radio-to-radio selling 
job.” 

“Individual Initiative in Busi- 
ness” sells for $2.50 and is the 
January selection of the Executive 
Book Club. Representing, as_ it 
does, the views of 30 business 
leaders on the subject, it is the 
first book on the development of 
initiative 


Appoints Kimball, Menne 

Kimball, Menne Co., 
les, has been appointed Pacific 
Coast representative of Hunting & 
Fishing, Chicago. 


“The best | 


that lt 


Los Ange-'! 


| 


| 


in this 
dentifrice” 


SIMPLIFIED—E. R. Squibb & Sons reduces the recipe for healthy teeth to three in- 
ge, in which the quiet copy mentions 
and “a toothbrush that helps you reach hard-to-get-at places.” 


“an effective 


Muzak, Rudy Vallee 
Show Cooperate in 


Unusual Promotion 


New York, Jan. 30—Something 

new in broadcast promotions has 
| been worked out by Muzak Corp. 
in cooperation with Charles King 
Radio Production Inc., producer 
| of the Rudy Vallee show, an open- 
>) end package show for local station 
sponsorship. One unit of the show 
is devoted almost entirely to re- 
| marks by Mr. Vallee on the growth 
| of Muzak wired music. 
For three days preceding the 
| broadcast date of the show over 
ja local station, ads are inserted in 
| local newspapers calling attention 
to the show, and direct mail an- 
| nouncements are sent in advance 
all current and _ prospective 
Muzak subscribers. 

An unusual feature of the tie-in 
is the use of Muzak printed din- 
ner music programs to plug the 
broadcast. Distributed daily for 
placement on tables of local hotel 
and restaurant accounts, these pro- 
| grams for three days before the 
broadcast call attention to the 
show, telling the time, date and 
station. 

The local broadcaster cooperates 
in the promotion by giving station 
break plugs to the Muzak unit of 
the Rudy Vallee show. The num- 
ber of these plugs is equal in value 
to the newspaper ad expenditure 
made by the Muzak franchiser. 


Humphrey, Alley & Richards 
Elects Board of Directors 


H. Lawrence Whittemore, chair- 
man of the board of the recently 
merged H. B. Humphrey Co. and 
Alley & Richards, now known as 
H. B. Humphrey, Allev & Rich- 
ards, New York and Boston (AA, 
Nov. 20, '50), has announced the 
election of the following directors: 

Henry M. Billerbeck, Charles A. 


| Holcomb, Ned C. Smith, Deane 
| Uptegrove, H. Lawrence White- 
| more, all of New York; and Frank 
S. Christian, Joseph T. Coenen, 
| Herbert T. Hand Jr., Richard S. 
Humphrey and John H. McCul- 
lough of the Boston office. The 
consolidation of the two agencies 
became effective Jan. 1 


Warrington to C1sse!l Agency 


Hotel Warring‘on. New York, 
has appointed Cassel Advertising, 
New York, to handle its promotion. 
At present the New York Times 
and direct mail are being used. 


Gubelman to Benton & Bowles 


John J. Gubelman, formerly 
with McCann-Erickson and Comp- 
ton Advertising, has joined the 
copy department of Benton & 
Bowles, New York. 


Frank Sinatra Makes Time 
with Bulova on Video 

Pleased with the results of its 
short run sponsorship of half of 


, use 50% to 100% 
| cities 


Advertising Age, February 5, 1951 


Signal Oil Co. Uses 
Posters on Its Oil 


Los ANGELES, Jan. 31—Signal 
Oil Co. has launched a two-month 
campaign in which it will use 
outdoor for the first time to pro- 
mote its oil. The company is a 
regular user of outdoor, but has 
not previously employed it to 
feature oil, on the basis that oil 
is a product which motorists will 
naturally buy when they go into 
a station for gasoline. 

The campaign, scheduled to run 
through February and March, will 
showings in 100 
and towns of the seven 
Pacific states. Theme will be “re- 
duces engine wear 50%.” 

Supporting promotion 
station posters, 


includes 
streamers and 


| other point of sale material. During 


| Pacific network show, 
| tler,” 


the two months, both commercials 
on Signal’s highly rated Columbia 
“The Whis- 
will Barton A. 


plug oil. 


| Stebbins Advertising is the agency 


for Signal. 


|Schedules Annual ‘House 


the Frank Sinatra telecast (CBS), | 


Bulova Watch Co., New York, has 


signed to continue its segment of | 


the hour show through June. This 
is the first program sponsorship— 
radio or video—for the watch 
manufacturer, which has always 


been one of the big spot spenders. | 
diye | out April 13 and will sell for $1. 
18 in a combination test and pre-| 


Bulova bought the show on Nov. 


Christmas operation. Biow Co., 
New York, is the agency. The Sin- 
atra telecast is aired Saturdays 
from 9 to 10 p.m., EST. 


Starts Oralizer Test 

R. T. O’Connell Co., New York, 
started a mail order test campaign 
for U.S. Oralizer Corp. on WPIX, 
New York, Jan. 29, on the 
Steele show, for an indefinite time. 
The company manufactures the 
Oralizer, a combination tooth brush 
and tongue cleaner, with a curved, 
grooved handle. 


WMCA Promotes Fleischl 


M. M. Fleischl, an account ex- 
ecutive with the station since 


1941, has been named to fill the 
newly created position of local 
sales manager of WMCA, New 
York. 


| 


Ted | 


& Garden’ Building Book 


Conde Nast Publications, New 
York, has announced the publica- 
tion of House & Garden's Book of 
Building, with a sub-title “575 
Practical Ideas to Help You Build 
a Better House.” Included in the 
150-page book will be plans and 
photographs of 40 outstanding 
houses shown recently in House & 
Garden; a series of building arti- 
cles; a series on good decorations, 
and ideas on how to make the most 
of wall space. The guide, which 
will be published annually, will be 


Appoints Fader Agency 

Thomas & Betts Co., manufac- 
turer of electrical connectors, has 
appointed Franklin Fader Co., 
Newark, as advertising and mar- 
keting counsel. Business papers, 
catalogs and direct mail will be 
used. 


Goerl Named to Four A's 

Stephen Goerl Associates, New 
York, has been elected to member- 
ship in the American Assn. of Ad- 
vertising Agencies. 


EYE*CATCHERS 


Por idea men. . . a unique 
photo service 
large and small advertisers 
everywhere . in all & 
of promotions... 
Mats available 
proofs No. 14. 


EYE*CATCHERS, INC. 
10 E. 38 St., New York City 16 


See How Your Product 
Compares With Competitors 


: fo \ Get this New 1950 Consumer i 
: t fe ; ~ Survey of the Rockford Market. ba 
=| —s ‘ ane The fifth annual study of "HOW te] 
| on Oe ROCKFORD CONSUMERS | | 
4 w \ BUY” is a survey of buying ae | 
: = \ habits, brand preference, 
t# \ ownership, and dealer dis- 
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ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC 


gist Ser eee 


tribution 
classifications... 


in the following 
Food 
Products, Soaps and Clean- 
sers, Soft Drinks, Dog 
Foods, Toiletries, and 

Home kquipment. Send 

for your free copy today! 


weiss 595,390 
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NEW SERIES—Pacific Wines, Los Angeles, 
is using newspapers in Los Angeles and 
six other southern California cities for a 
new scries of ads for Piuma wine. Calkins 
& Holden, Carlock, McClinton & Smith is 
the agency. 


Republicans Keep 
PR Setup for Use 
in 1952 Elections 


WASHINGTON, Jan. 30—Republi- 
can congressmen, pleased with the 
outcome of last fall’s election, have 
decided to continue a special pub- 
lic relations office here as a full- 
time operation, in preparation for 
the 1952 elections. 

The congressional committee's 
public reiations staff, directed by 
Robert Humphreys, a former 
newspaper reporter, produced 
dozens of ads and other campaign | 
material which were widely used | 
in the fall campaign (AA, Oct. | 
16, 1950). 

Between campaigns, Mr. Hum- 
phreys had a staff of 14, including 
artists and copywriters. 

Mr. Humphreys reports to the} 
Republican congressional commit- | 
tee, under chairmanship of Rep. 
Leonard W. Hall (R., N. Y.). He! 
works closely with committee, 
members, including Minority 
Leader Joseph Martin (R., Mass.). 


AFA Opens Nominations 
for Ad Woman of the Year 


Nominations for the Advertising 
Woman of the Year Award, given 
annually by the Council on 
Womens’ Advertising Clubs of the 
Advertising Federation of Ameri- 
ca, should be sent to the AFA in 
New York by April 1. Women 
nominated must currently be en- 
gaged in advertising. The award 
will be given on the basis of what | 
a woman has contributed to the 
growth and development of adver- 
tising and the people in it, as well 
as on her professional standing. 

Radio commentator Barbara 
Welles of Station WOR will serve 
as general national chairman for | 
the award, to be presented at the) 
AFA convention in St. Louis, June 
10-13. Previous winners include 
Beatrice Adams, executive-vice- 
president, Gardner Advertising Co., 
St. Louis, 1950; and Marjorie Hus- 
ted, advertising consultant, Gen- 
eral Mills, Minneapolis, 1949. 


Pet Milk Signs Rosebush Quads 


The Rosebush quadruplets, born 
Jan. 10 in Pontiac, Mich., have 
been signed to a $29,000 contract 
with Pet Milk Co. The contract 
permits Pet Milk to use pictures 
and names of the babies in its 
advertisements for 10 years. The 
company will pay $3,000 imme- 
diately for housing and $2,000 for 
a trust fund. The remaining $24,- 
000 will be paid at the rate of $200 
a month for the next 10 years. 


Gillis Joins Jam Handy 


David C. Gillis, formerly promo- 
tion manager of Howard Johnson 
restaurant chain and sales repre- 
sentative of Federal Mogul Corp., 
has joined the sales and contact 
staff of Jam Handy Organization, 
Detroit. He will represent the com- 
pany in the Michigan area. 


Noble Advertising Formed 
Advertising & Administration, 
Vallaria, Mexico, has changed its 
name to Noble Advertising Co. Ed- 
ward J. Noble, general manager, 
purchased the stock of former 
partner Charles B. Woram, who 
left to become general manager of 
Guastella-McCann-Erickson. 


Domestic Sewing Machine Ups 1951 Ad 
Budget 30%; Sees Boom in Home Sewing 


CLEVELAND, Jan. 30—Domestic 
Sewing Machine Co., outdoing its 
record 1950 effort, will sponsor 
“at least 30%" more advertising 
this year, Dodge Barnum, presi- 
dent, has announced. The company 
is a subsidiary of White Sewing 
Machine Corp. 

With living costs climbing, Do- 
mestic anticipates a boom in home 
sewing. More and more U. S. 
housewives are expected to turn 
to making heme furnishings and 
clothing themselves to counteract 
surging prices for food and other 
household items. 

The Jan. 27 issue of The Satur- 
day Evening Post carries the first 
page in Domestic’s stepped-up 
program. Space in 14 other maga- 
zines, weekly and monthly, has 
been scheduled, along with inser- 
tions in three electrical appliance 
publications. 

Newspaper advertising, both di- 


rect and dealer-aided, also will be 


“increased considerably,” Mr. Bar- 
num said. 
e Announcement of the Fashion 


Academy award won by Domestic 
for “distinctive styling,” is fea- 
tured in the four-color page kickoff 
in the Post. The award will be 
mentioned in black-and-white ad- 
vertisements in subsequent ads. 

Copy will emphasize that the 
moderate - priced Domestic sews 
“better, faster and easier” than 
competitors. Housewives will be 
invited into appliance stores to see 
for themselves. 

Fuller & Smith & Ross here is 
the agency. 


Donaldson Nam2s Hansen 


Kay Hansen has been named ad- 
vertising manager of L. S. Donald- 
son Co., Minneapolis department 
store. 


‘N. Y. News’ Boosts Ten 
Members of Ad Staff 

Ten advertisi:.g staff promotions 
have been announced by the New 
York News. They are: Ben L. Moy- 
er, from national advertising man- 
ager to national advertising di- 
rector; Seward Davis, from east- 
ern national! ad manager to nation- 
al ad manager, Warren Bush, as- 
sistant national ad manager; 
Arthur H. Mason, from assistant 
local ad manager to local ad man- 
ager; John E. Eckert, assistant lo- 
cal ad manager; Earl M. Dixon, 
from assistant loca! ad manager to 
Brooklyn ad manager; A. Harri- 


son Gaines, department store ad 
manager; Vincent F. Sullivan, as- 
Sistant to the ad director; George 
Morris, from publicity manager to 
publicity director; and Herbert M 
Steele, from sales presentation 
manager to manager of advertis- 
ing promotion 


Platt Luggage Names Gross 

Platt Luggage Inc., Chicago, 
has appointed H. M. Gross Co., 
Chicago, to handle its advertising. 
A big consumer campaign is 
planned. Edward A. Grossfeld & 
Staff, Chicago, formerly handled 
the account. 


MELVIN, 
NEWELL 


RECTOR, inc, 


creators of 


properly planned 
publicity 


Fidblec Kelaleina 


HOLLYWOOD PLAZA HOTEL 
HOLLYWOOD 28, CALIF. 
1131 Teletype L.A. 710 


Gledst 


re 


in newspapers... with Reilly Plastictypes 


o the special savor—the distinctive flavor of 
a product like coffee—when you reproduce 
in newspapers with Reilly Plastictypes®. 

Get the full taste appeal that spells real sales 
appeal. Every tone and value is sharply defined 
... very original detail faithfully and uni- 
formly reproduced . . . thanks to Reilly's flaw- 


less precision in dot structure, 


type formation 


and plate thickness. 
That's why Reilly claims the finest newspaper 


reproductions . . 


. backs this claim with such 


unique advantages as these: Longest experience 


in production of plastic plates. . 


. Use of 


Vinylite exclusively as molding medium for 


precise duplication . . 


. Guarantee of 55 thou- 
sandths of an inch routing depth . 


. . Use of the 


Reilly Duramatrix for full retention of depth. 
Over 350 national advertisers can't be wrong. 
They use over one million Reilly Plastictypes 


ayear.. 


. prefer them for better reproduction, 


faster service, greater durability and reasonable 
cost. And tearsheets can’t lie. Ask your Reilly 
salesman for conclusive proof. Or use this 


handy coupon. 


REILLY PLASTICTYPES 


Reilly Electrotype Company 
Creators of Better Plates 
for Better Printing 


305 EAST 45th STREET, NEW YORK 17, N. Y. 
MUrray Hill 6-6350 
WNDIANAPOUS - SAN FRANCISCO + CHICAGO + DETROIT - LOS ANGELES 


Reilly Electrotype Co., 305 E. 45th St., New York 17, N.Y. 


Show me why your Plastictypes will give me aa? 
better reproduction in newspapers. 
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Scripps-Howard Issues Fourth Food Product 
Distribution Survey Covering 12 Markets 


New York, Jan. 31—Scripps- 
Howard Newspapers’ fourth gro- 
cery product distribution survey, 
just released, provides additional 
evidence that very few food prod- 
uct brands are “truly national.” 

A special analysis of the report 


tomary grocery product classifica- 
tions, the report also indicates the 
percentage of stores in each mar- 
ket which carry beer, wine, liquor, 
drug products, kitchen utensils and 
small electrical appliances. For ex- 
ample, beer is sold in from 18% of 


shows that only 279 out of 7,651 the stores (Knoxville) to 97% 
brands reported (less than 4%) (San Francisco), depending on the 
are distributed in 11 of the 12 city. 


Copies are available from Har- 
old Riesz, director of promotion 
brands (5,206 out of 7,651) ap-|and research, Scripps-Howard 
peared only in one city. | Newspapers, 230 Park Ave., New 

Cities covered by the complete | York 17. 
study include Cincinnati, Cleve- 
land, Columbus, Denver, El Paso, 
Fort Worth, Houston, Indianapolis, 
Knoxville, Memphis, Pittsburgh 
and San Francisco. 

As in previous reports, the cur- 
rent study lists the percentages of 
distribution for all brands having 
at least 10% distribution in any | 
of the 12 markets. In addition, ex- 
cept for Denver, the number of 
brands »with distribution of less 
than 10% also is shown. 


Scripps-Howard markets covered 
by the study. Further, 68% of the 


Radio Representatives 
Name ‘51 Committees 


Robert Meeker, head of the radio 
station representative company of 
the same name, and president of 
the National Assn. of Radio Sta- 
tion Representatives, New York, 
has named committeemen who 
will serve the group during 1951. 

Chairmen listed include: Wells 
H. Barnett Jr., of John Blair & 
Co., promotion and public rela- 
tions; Dan Denenholz, of Katz 
Agency, AM and TV research; 
Jack Brooke, of Free & Peters, 
general TV; Jerry C. Lyons, of 
Weed & Co., AM spot clinics; Irving 
E. Showerman, of Free & Peters, 
TV spot clinics; Lewis H. Avery, 
of Avery-Knodel, membership, and 
Eugene Katz, of Katz Agency, 
legal. 


e Sixty-eight product classifica- 
tions are covered this year, as 
compared with 75 last year. The 
“decrease,” however, results from | 
the combination of the many pre- 
pared flour mixes under one head- 
ing. Actually, three groups have 
been added—powdered milk, to-| 
mato puree and facial] tissues. | Nemes Meissner & Culver 
This year, in addition to the cus- . 

Meissner & Culver, Boston, has 
been retained to direct the adver- 
tising of Chase-Shawmut Co., 
Newburyport, Mass., maker of 
industrial and household fuses. 


Swan Appoints Sullivan 

James Swan Co., Seymour, 
Conn., manufacturer of tools, has 
appointed Daniel F. Sullivan Co., 
Boston, as its agency. 


THE LETTER SHOP, Inc. 


431 S. Dearborn St, Chleage 5.1 Ninos 


With KFSD 


The most powerful 
day and night station 
covering rich, isolated 


San Diego, California 


Watch your sales climb in rich 
San Diego ($83 million indus- 
trial payroll alone)... reached 
daily with "stay-on-top’’ KFSD! 


The ONLY 5000 watt Day and Night 
Station in San Diego . . . Dial 600 
Represented Nationally by PAUL H. RAYMER CO. 


BOSTON + CHICAGO «+ DETROIT + LOS ANGELES + NEW YORK + SAN FRANCISCO 


THE PASSING OF ADELAIDE 


going to be done in by 
on January 22nd. 


will no longer be Adel 
Empire 3-6362. 
is being replaced by s 
Empire 3. 


pang about Adelaide w 
descent. 


little too much like Al 


make the best of it. 


silence in memory of 


Pincus Number 7, to suit us. 
refused to consider letting us remain as the only 
Adelaide number in Toronto, so we shall try to 


With considerable regret, we announce the 
forthcoming demise of our old friend and servant 
of 23 years standing, Adelaide Exchange. 


She's 
the Bell Telephone Company 


Effective from that date, our phone number 


aide 6362. It will become 


In other words, dear old Adelaide 


omething designated as 


Maybe this is progress, and heaven knows 
we're all for progress. 


But we can't help feeling a 
ho was, in a way, of royal 


At least we assume she was called after 
Adelaide Street, which was named for Queen 
Adelaide, consort of William IV of England. 


This new thing Empire 3 - sounds a 


Capp’s invention, Planet 
However, Bell have 


We ask, however, that the first time you 
dial us at Empire 3-6362 you observe a moment of 


Adelaide. R.L.P 


TANDY ADVERTISING AGENCY LIMITED 


with this black-bordered lop 


EARNS ATTENTION—Tandy Advertising Agency, Toronto, undoubtedly wins the 
all-time prize for the most unusual announcement of a change in telephone number, 


the Adelaid h and the t 


q 


and notepap 


tearfully reporting the demise of 
change in the agency’s telephone number. 


E.L. Bruce Plans 
Magazine Campaign | 


for Flooring Items | 


MEMPHIs, Jan. 30—E. L. Bruce 
Co. is planning a _ concentrated 
schedule of two and four-color 
half pages in seven magazines for 
its flooring products during 1951. 

Magazines carrying the cam- 
paign will be American Home, 
Better Homes & Gardens, House 
Beautiful, House & Garden, Popu- 
lar Mechanics, The Saturday Eve- 
ning Post and Small Homes Guide. 

Ranch plank, prefinished and 
unfinished strip, and prefinished 
and unfinished blocks will be fea- 
tured in the ads. 

Bruce floor care products will 
be advertised in a series of page 
and half-page color ads in Mc- 
Call’s, Parade, This Week Maga- 
zine and Woman’s Home Compan- 
ion. Newspaper advertising will 
consist of 525-line b&w ads in 77 
papers in 66 cities. 

Radio and television also will be 
used for sectional advertising of 
floor care products. 

An extensive trade campaign 
for all Bruce products is scheduled 
in more than 25 national and re- 
gional trade publications. 


| The flooring campaign will be 
|handled by Greenhaw & Rush 
here; Christiansen Advertising 
| Agency, Chicago, is handling the 
household products drive. 


Launches ‘Louisiana Farmer’ 


| Louisiana Farmer, 316 Church 

St., Houma, La., has been launched 
| by Wade W. Scott, editor and pub- 
|lisher. The new monthly has a 
| paid circulation of 10,821. Asso- 
| ciated with Mr. Wade are G. Don- 
ald Newman, associate publisher, 
and Shirley J. Summers, associate 
editor. Mr. Wade also publishes a 
weekly newspaper, the Terrebonne 
Press, in Houma. 


Returns to Booker-Cooper 

A. R. Booker, who for the past 
18 months has been under contract 
to Electrofilm Corp. as vice-pres- 
ident and sales director, has re- 
turned to Booker-Cooper Inc., Los 
Angeles agency. He is president of 
the agency. 


DeJur-Amsco Names Grey 

DeJur-Amsco, Long Island City, 
manufacturer of movie cameras, 
projectors and photographic ac- 
cessories, has appointed Grey Ad- 
vertising Agency, New York, to 
handle its account. Magazines, 
newspapers, TV in selected mar- 
kets, direct mail, trade publications 
and point of sale material will be 
used. Peck Advertising Agency, 
New York, formerly handled the 
account. 


Ben Hur Chooses Radio 


Ben Hur Products, Los Angeles, 
is sponsoring a 10-minute newscast 
three times weekly over 30 ABC 
Pacific stations in what is said to 
be the company’s first radio buy. 
Mogge-Privett, Los Angeles, han- 
dles the broadcasts, which adver- 
tise Ben Hur coffee and several 
other products. 


Hawthorne Joins Stanfield 

H. Ross Hawthorne, formerly 
assistant advertising manager of 
Robert Simpson Co., Toronto, has 
joined Harold F. Stanfield Ltd., 
Toronto, as account executive. 


Advertising Age, February 5, 1951 


Allegheny Ludlum 
Finds Stockholders 


‘Want Simple Report 


PirrssurGH, Jan. 31—More than 
half of Allegheny Ludlum Steel 
Corp. stockholders prefer a simple, 
factual, black and white annual 
report instead of a well-illustrated, 
colorful one, according to a recent 
survey made by the company. 

Allegheny began to buck the 
trend toward the more elaborate 
type report in 1949 when it pub- 
lished a 16-page “report in brief,” 
minus photos and ornamentation. 
Stockholders indicated their pref- 
erence for this type of report by 
sending in the greatest number of 
letters concerning an annual re- 
port ever received by the company. 

Allegheny polled its 13,304 
stockholders in December, and got 
replies from 3,266 of them. Of 
that number, 54% said they pre- 
ferred the simple, factual report. 
The elaborate type was requested 
by 28.6%, while 436 stockholders 
said they would be just as satis- 
fied with statistics and an auditor’s 
letter only. 


WLIB Increases Revenue, 
New Management Reports 


WLIB, New York, has increased 
its revenue 19% during the last 15 
months, Harry Novik, general man- 
ager of the station, reports. New 
Broadcasting Co. took over the sta- 
tion some 15 months ago and be- 
gan directing its program toward 
minority groups, foreign language 
and otherwise. 

WLIB currently concentrates on 
the Negro, Yiddish, Polish, Ger- 
man, Latin American and Anglo- 
Jewish markets. Some 21 hours 
weekly are devoted to programs 
designed to appeal to Negroes and 
13 hours each to Yiddish and An- 
glo-Jewish listeners. 


Names Battistone, Bruce 


Battistone, Bruce & Doniger, 
New York, has been named by X- 
acto Crescent Products Co. to han- 
dle the consumer, trade and di- 
rect mail promotion of X-acto 
knives, tools and handicraft kits. 
The agency also announced that its 
offices have been moved to larger 
quarters at 141 E. 44th St. 


Merck Names McLean V. P. 

Dr. William H. McLean, recently 
chairman of the marketing com- 
mittee of Merck & Co., Rahway, N. 
J., has been appointed to the new- 
ly created post of vice-president 
of marketing. 


Fisher Joins Brady Co. 


Gordon D. Fisher, former assist- | 

ant advertising director of Dodd | 

, Studios, Chicago, has joined the art | 
staff of Richard H. Brady Co., 

Stevens Point, Wis., as studio man- | 

ager. 


. 


Filmack Offers You 
America’s Lowest Cost 


ILMACK 


1335 5. Wabash Ave. + Chicago 


Wade ta Order 


TV FILM 


COMMERCIALS 


Here’s how FILMACK serves you faster! 
Our large staff and extensive facilities are geared 
to do fine quality work at top speed. 


Here’s how FILMACK saves you money! 
We do all of our own typesetting, artwork, pho- 
tography, special effects, voice recording, music 
and laboratory work. 

Through 32 years of specialized low cost movie- 
making we've learned to deliver high quality 
inexpensively and to pass the saviags on to you. 
Let us quote on your job today! 


One minute TV commercial with audio as low 
as $150.00. 


Sead us your script or idea 


Telephone HA 7-3395 
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*Indicates first listing in this column. 


Feb. 9-10 
annual 
neapolis 

Feb. 12-13. Inland Daily Press Assn., 
midwinter meeting, Congress Hotel, Chi- 
cago. 

Feb. 12-13. National Newspaper Pro- 
motion Assn., western conference, Am- 
bassador Hotel, Los Angeles. 

Feb. 16-17. Newspaper Advertising Ex- 
ecutives Assn. of the Carolinas, winter 
meeting, Alamance Hotel, Burlington, 
N. 

Feb. 16-17. Pennsylvania Newspaper 
Publishers Assn., display advertising con- 
ference, Penn Harris Hotel, Harrisburg. 

*Feb. 27. New England Newspaper Ad- 
vertising Executives Assn., Parker House, 
Boston. 

Feb. 28. Associated Business Publica- 
tions, clinic meeting, Drake Hotel, Chi- 
cago. 

*March 3-8. Advertising Specialty Na- 
tional Assn., spring meeting, Palmer 
House, Chicago. 

March 6-7. Chamber of Commerce of 
the United States, 7th national marketing 
conference, Fairmont Hotel, San Fran- 
cisco. 


Northwest Daily Press Assn., 
meeting, Hotel Radisson, Min- 


Top 1950 Industrial Ad Campaigns Reviewed Cheese-for-Lent Push Set 
by Putman Publishing Co. in New Booklet 


Cuicaco, Jan. 30—‘“How Indus- 
trial Advertising Makes Sales” is 
the title of a new two-color, 48- 
page booklet published by Putman 
Publishing Co. 

The booklet contains brief con- 
densations of the ten entries 
selected for judging in the contest 
for the Putman Award for 1950. 
Entries were selected by a board 
of judges from the National Indus- 
trial Advertisers Assn. 

Each report in the series was 
selected as an outstanding example 
of “the best use of industrial ad- 
vertising ... and the best documen- 
tation of such use...in making 
more effective the selling of 
products or services to industry.” 


es The reports present the follow- 
ing features of each company’s 
program: 

1. The company’s specific sales 
problem and objective. 

2. The exact portion of the job 


assigned to industrial advertising. 

3. The advertising program and 
how it was carried out. 

4. Tangible, documentary evi- 
dence of results achieved and of 
objectives gained. 

The winning entry in the 1950 
competition was submitted by the 
Frank G. Hough Co., Libertyville, 
Ill. (AA, Sept. 18, 1950). 

Copies of the booklet are avail- 
able to interested readers, and 
all entries in the contest are avail- 
able for study. Requests should be 
addressed to Putman Publishing 
Co., 737 N. Michigan Ave., Chicago. 

Complete details on the Put- 
man Award competition for 1951 
are given in a new 16-page folder 
(AA, Jan. 22). 


Seeds Promotes Marshall 

Russel M. Seeds Co., Chicago, 
has named L. J. Marshall, in the 
agency’s copy department, as copy 
chief. 


American Dairy Assn. and Na- 
tional Biscuit Co. in February 
will launch a drive boosting cheese 
and crackers for Lent. ADA ads 
will run in The American Weekly, 
Collier’s and McCall's. National 
Biscuit Co. will cooperate in the 
promotion with ads in Life, To- 
day’s Woman, Woman’s Day and 
Woman’s Home Companion, plus 
commercials on Nabisco’s portion 
of the morning Arthur Godfrey 
show. 


Sperry Names Kemble A. M. 


Sperry Products Inc., Danbury, 
Conn., manufacturer of electronic 
testing instruments, has named 
John S. Kemble, formerly art and 
production manager for Lionel 
Corp., as advertising manager. 


65 
| Reports 447,000 TV Sets 


According to the research de- 
partment of Crosley Broadcasting 
Corp., Cincinnati, there were 
447,000 television sets within the 
area served by WLW-T, Cin- 
cinnati, WLW-D, Dayton, and 
WLW-C, Columbus, as of Jan. 1. 
This represents an increase of 26,- 
000 sets within the three-station 
area in December. 


Two Name Bozell & Jacobs 


Central States Corp., Omaha, al- 
cohol plant operator, and Barton 
Distilling Co., Bardstown, Ky., 
producer of Barton bonded, Tom 
Moore straight and Tom Burns 
blended whisky, have appointed 
the Chicago office of Bozell & 
Jacobs to handle their advertising 
and public relations. 


Ceramic Decorations in Color 
Permanently Fired in Glass 
High Production, Rapid Delivery 


GLASS ADVERTISING DISPLAY PANELS 


The Johnston Glass Co. Inc. Hartford City, Indiana 


+ Half Tone or Line Drawings 
+ Convex and Bent Shapes 
+ Samples on Request, Dept. FET. 


March 12-13. American M t 
Assn., marketing conference, Waldorf- 
Astoria, New York. 

March 22-23. Society of Business Mag- 
azine Editors, Hotel Statler, Washington, 
D.C 


March 28-31. Assn. of National Ad- 
vertisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 31. Advertising Federation of 
America, Eastern AFA Intercity Women’s 
Club Conference, Washington, D. C. 

April 2-5. Premium Advertising Assn 
of America, Chicago Premium Centennial 
Exposition, Hotel Stevens, Chicago. 

April 3-4. Point of Purchase Advertising 
Institute, annual exhibit and symposium 
on store display advertising, Waldorf-As- 
toria, New York. 

April 13-14. Advertising Federation of 
America, Fourth District, Orlando, Fla 

April 14-18. Financial Public Relations 
Assn., midyear meeting, Dallas, Tex. 

April 15-19. National Assn. of Broad- 
casters, 29th annual convention, Hotel 
Stevens, Chicago. 


April 17-20. American Management 
Assn., packaging conference, Atlantic 
City, N 


April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

*April 28-29. Mail Advertising Service 
Assn., seven-state conference, Cleveland. 

April 29-May 2. National Newspaper 
Promotion Assn., annual convention, 
Wardman Park Hotel, Washington, D. C. 

May 16-19. Associated Business Pub- 
lications, annual conference, The Home- 
stead, Hot Springs, Va. 

May 17-18. Public Utilities Advertising 


Assn., annual convention, Hotel New 
Yorker, New York. 
May 21-22. Inland Daily Press Assn., 


spring meeting, Congress Hotel, Chicago. 

May 3i-June 2. National Sales Execu- 
tives convention, Waldorf-Astoria, New 
York. 

*June 4-5. New England Newspaper 
Advertising Executives Assn., Hartford, 
Conn. 

June 10-13. Advertising Federation of 
America, annual convention and exhibit, 
Hotel Chase, St. Louis. 

June 17-21. Advertising Assn. of the 
West, 48th annual convention, Cosmopol- 
itan Hotel, Denver. 

June 20-22. American Marketing Assn. 
conference, Hotel Statler, Detroit. 

June 24-27. National Industrial Ad- 
vertisers Assn., annual conference, Wal- 
dorf-Astoria, New York. 

June 24-28. Assn. of Newspaper Classi- 
fied Advertising Managers, 3ist annual 
convention, Mount Royal Hotel, Montreal, 
Can. 

June 25-27. Newspaper Advertising Ex- 


ecutives Assn., summer meeting, Cosmo- | 


politan Hotel, Denver. 
July 7-13. International Advertising 
Conference, London, England. Registra- 


tion through Elon G. Borton, Advertising | 
42nd St.,| 


Federation of America, 330 W. 
New York 18. 

Sept. 17-21. Premium Advertising Assn. 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, 
York. 

Sept. 23-28. Advertising Specialty Na- 
tional Assn. annual convention and Spe- 
cialty Fair, Paimer House, Chicago. 

Sept. 24-26. Assn. of National Adver- 


tisers, fall meeting, Waldorf-Astoria, New | 


York. 

Oct. 13-16. Mail 
Assn., 30th annual 
Schroeder, Milwaukee. 

Oct. 
tribution, 23rd annual forum, Hotel Stat- 
ler, Boston. 

Oct. 15-16. Inland Daily Press Assn., 
67th annual meeting, 
Chicago 

Oct. 15-16. Agricultural 
Assn., annual meeting, Chicago. 


convention, Hotel 


Oct. 24-27. Printing Industry of Amer- 
Statler, 


ica, annual Hotel 


Boston 


convention, 


Nov. 12-15. Financial Public Relations 
Hollywood 


Assn., annual convention, 
Beach Hotel, Hollywood, Fila. 
December (date not yet set) 


tel Kenmore, Boston. 


New , 


Advertising Service 


15-16. Boston Conference on Dis- 


Congress Hotel, 
Publishers 


| 


American 
Marketing Assn., winter conference, Ho- 


records of building sales for advertisers . . 


’ 


H. has just closed one of the best vears in his 
company’s history. But he isn’t smug about it. He isn’t 
expecting a “push-button” miracle to make 1951 a 
big year, too. He knows that sound merchandising, 
alert marketing strategy, and dramatic advertising 
will continue to be even more important during the 


months and years to come. 


He has enough experience with selling to know that 
nobody buys except to benefit. He has enough experi- 
ence with advertising to know that the campaign most 
likely to succeed is the one that dramatizes the facts 
about his products in such a way as to move them with 
profit and benefit to all. He is wary of supersonic, jet- 
propelled ideas which haven't been tested down at the 
level of the dealer and the ultimate consumer. 

To this man, the recent merger of Anderson, Davis & 
Platte, Inc. and John A. Cairns & Co., Inc. should have 


a strong appeal because of the two companies’ twin 


. and their 


of his company 


‘lo the man 


who 1s responsible for the earnings 


insistence upon advertising 


common-sense plan which is salable to, and workable 


by, the sales force that has to run with it. 


If he talks with the men and 


Cairns, Inc. he will meet people who think in top 
management terms and people who take as much pride 


in the unseen detail as in the spot-lighted feature. 


This man may sense the advantage to his company of 
becoming the first new client of Anderson & Cairns, 
Inc. He will know that in the course of building their 
own reputation they will go all-out to build up his 


company’s reputation in a way that will show in the 


balance sheet. 


If you are the man who wants the facts about your 
product dramatized and woven into a profit-building 


sales strategy, you may wish to talk with us. 


Anperson & Cairns, INc., 488 


York 22, N. Y. In Canada: Anderson, Smith & Cairns, 
Lrd., 1535 Sherbrooke St. W., Montreal 


women of Anderson € 


which stems from a 


2 


Madison Avenue, New 
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New Book Outlines 
Steps in Planning 
Advertising Drives 


Los ANGELES, Jan. 31—An in- 
teresting volume for anyone who 
has a hand in planning advertising 
campaigns is “How to Plan Ad- 
vertising Campaigns” by Merrill 
DeVoe, who has been associated 
with the marketing and advertis- 
ing faculties of several large uni- 
versities. 

The purpose of the book, ac- 
cording to Mr. DeVoe, is to assist 
those actually planning advertis- 
ing campaigns and to serve as a 


text for students of campaign 
problems, principles and proce-| 
dures. 

Mr. DeVoe breaks campaigns 


down into 20 basic steps, and then 
proceeds to analyze the problems 
and decisions confronting the cam- 
paign planner at each stage. | 


| BRIEFING—H. H. Maclean, director of the retail division of 
over his material with group 
‘ discussion leaders in preparation for the 17th annual Scripps- 
lowed by most progressive man- | Howard Retail Conference held in Chicago Jan. 18-19. Seated are 


e Unfortunately, the author points | 
out, the sequence of decisions fol- 


agements is not followed by adver- 
tisers generally. For example, me- | 
dia scheduling decisions, which the | 
author says should precede the 
setting up of an appropriation, in| 
the majority of cases follow the) 
latter step. 

The procedure followed in the 
book can be applied to campaigns 
for all classes of products and for 
all types of business operations, 
the author points out, but em- 
phasis is placed upon manufactur- 
ers’ campaign problems. 

“Although the methodology cen- 
ters upon planning advertisements 
and advertising,” Mr. DeVoe says, 
“it recognizes that advertising is 
just one form of selling effort, that 
selling is just one form of mar- 
keting effort, and that sound mar- 
ket planning necessitates full co- 
ordination of all phases of a com- 


Scripps-Howard Newspapers, goes 


B. W. Lewis, Denver Rocky Mountain News; Franklin E. Katter- 
john Jr., Press and Courier, Evansville, Ind.; Richard A. Murray, 
New York World-Telegram and Sun; and Al A. Leventhal of 
the New York office. 


published by 


pany’s marketing activities, 


cluding advertising.” 


The paper-bound volume is 
Advertising Book 


Publishers here and is priced at $5. 


INSTITUTE PRINTS BOOK 
ON FARM EQUIPMENT 


Cuicaco, Jan. 30—Farm Equip- 


ment Institute has published “Land 
of Plenty,” a new 68-page book on 


farm equipment developments and 


their relation to national progress. 


The book, containing 163 histori- 


cal photographs and 13 paintings of 
various types of farm equipment, is 


a joint public relations project of 
the 222 rival companies in the agri- 
cultural equipment industry. 

It is designed to show how the 
farmer has progressed from a mus- 


BUSINESS 


BUILDER ! 


iF YOU ARE SELLING ... 
BOTTLES, LABELS, CROWNS, FLAVORS, 
COOLERS, TRUCKS, BOTTLING MA- 
CHINERY, OR ANY OF THE HUN- 
DREDS OF OTHER PRODUCTS AND 
SERVICES RELATED TO THE SOFT 
ORINK INDUSTRY . . . 


CIRCULATION, HIGHEST 


The AMERICAN! 


. » you can increase sales volume through consistent adver- 
tising in The AMERICAN BOTTLER. The AMERICAN BOTTLER 
brings to 5,929 subscribers each month the tops in reader 
service. THE AMERICAN BOTTLER HAS THE HIGHEST ABC 


ERAGE BOTTLING PLANTS, AND THE HIGHEST GRAND 
TOTAL! Get your share of this market . 


TOTAL NET PAID, TOTAL BEV- 


. . advertise in 


in-| 


BAEC B<ttox| 


cle worker commanding only 1.6 
horsepower in 1870, to a mecha- 
nized food producer commanding 
33 horsepower at the present time. 

The evolution of farm machinery 
is told in terms of soil preparation, 
planting and cultivating, harvest- 
ing and making hay and forage. 

The book was prepared by Bert 
S. Gittins, head of the Milwaukee 
agency bearing his name, who was 
retained by the Farm Equipment 
Institute to do the required re- 
search, writing and production. 

Copies are available from the 
Farm Equipment Institute, 608 S. 
Dearborn St., Chicago 5, at 25¢ 
each. 


DUNLAP PENS RADIO, 


| TELEVISION ALMANAC 


New York, Jan. 30—Harper & 
Brothers has published “Dunlap’s 
Radio & Television Almanac,” by 
Orrin E. Dunlap, former radio edi- 
tor of the New York Times, and 
vice-president of the Radio Corp- 
oration of America. 

The book is a chronological rec- 
ord of the discoveries and technical 
developments in electronics, from 
the 17th century through 1950. 
Also covered are the history-mak- 
ing events for which radio and tel- 
evision have served as prime chan- 
nels of public information. In- 
cluded are more than 60 photo- 
graphs dramatizing the progress 
of radio and television. The price 
is $4. 


DEALER BOOK PRINTED 

New York, Feb. 1—‘“Guide to 
Greater Profits,” a manual for 
radio-TV, record and appliance re- 
tailers, has just been published by 
Caldwell-Clements. 


The 18l-page booklet is in- 
tended as a reference source to 
help retailers solve problems 


which confront them from time 
to time. Compiled by the editors 
of Radio & Television Retailing 
under the direction of O. H. Cald- 
well and M. Clements, “Guide to 
Greater Profits” is available only 
to subscribers—old, new or re- 
newed—of the trade publication. 

The manual includes chapters on 
financing, store layout, display 
methods, advertising techniques, 
hiring salesmen, profitable servic- 
ing and credits and collections. 

Radio & Television Retailing’s 
January issue carried 115 pages 
of advertising, the largest amount 
to appear in any issue to date, 
the publishers report. Editorially 
it featured a directory of 2,400 
distributors who handle radio, 
television and appliances through- 
out the United States. 


Hewitt. Ogilvy. Benson Moves 
Hewitt, Ogilvy, Benson & Mather 

has moved to new offices at 575 

Madison Ave., New York 22. 


Buffalo Adclub Elects 


George W. Gleasner, president 
of Gleasner Corp., has been elected 
president of the Greater Buffalo 
Advertising Club. Other officers 
are: Ist vice-president, Elmo V. 
Rast, vice-president and secretary 
of Steinhauser Meat & Provision 
Co.; 2nd vice-president, Kenneth 
R. Reid, vice-president of the Buf- 
falo Industrial Bank; secretary, 
Henry Graser Jr., vice-president 
and treasurer of Cathedral Enve- 
lope Co., and treasurer, Ralph L. 
Clayson, assistant vice-president of 
the Marine Trust Co. 


Audit Bureau Adds 29 Members 


The Audit Bureau of Circula-| 
tions has elected 29 national | 
advertisers to its membership. | 
They include: Ballard & Ballard 
Co., Louisville; Beatrice Foods Co., 
Chicago; Brown & Williamson 
Tobacco Corp., Louisville; Schick | 
Inc., Stamford, Conn.; Standard 
Oil Co. of Ohio, Cleveland; Twen- 
tieth Century-Fox Film Corp., 
New York, and others. 


Four Join Esty TV Section 

Four additions have been made 
to the television department of 
William Esty Co. New York. 
They are: John DeMott, formerly 
special effects director at CBS- 
TV; Tony Pan, previously with 
RKO Pathe; Charles Gilnicki, for- 
merly assistant to Mr. DeMott at 
CBS-TV, and Jane Horning. 


| 
| 
| 
| 
| 
| 
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Smith-Corona’s New 
Typewriter to Bow 


in March Magazines 


New York, Jan. 30—L. C. Smith 
& Corona Typewriters Inc. will 
break an advertising campaign 
Feb. 20 in about 100 daily news- 
papers in 52 cities to introduce its 
new typewriter featuring a page 
gage which automatically tells a 
user how close to the end of a page 
a sheet of paper is, and which also 
has a platen 10% larger than 
standard. 

Advertising plans call for use of 
national magazines and business 
papers starting in March. Details 
of this are now being worked out, 
AA was told. Cunningham & Walsh 
is the agency. 

The new  standard-carriage 
typewriter was introduced at a 
local branch meeting yesterday. 
Limited deliveries are expected to 
begiri in February. The new ma- 
chine is priced at $157.50. 

F. A. Demanche, branch mana- 
ger, said there is an abnormal 
office demand for typewriters at 
present which is responsible for 
an order backlog. A boom in gov- 
ernment orders, he added, would 
make typewriters of all types 
critically short. 


Gerber Agency Modifies 
Annual Scholarship Award 


The advertising research schol- 
arship granted by Joseph R. Ger- 
ber Co., Portland, Ore., agency, 
has been modified to allow all 
students of advertising and mar- 
keting at the University of Oregon 
to compete for it. In the previous 
two years the scholarship has been 
restricted to students with a 2.7 
or better scholastic average. 

To compete students must com- 
plete an advertising and merchan- 
dising program and thesis, prefer- 
ably with an Oregon product or 
potential product as its subject. 
The scholarship is awarded to a 
junior at commencement each year, 
and it’s considered sufficient to pay 
tuition and fees during the senior 
year. 


| Four Appoint Maercklein 


Robert W. Maercklein Advertis- 
ing Agency, Milwaukee, has been 
appointed to handle advertising 
for Electronic Secretary Distrib- 
utors Inc.; E. F. Vilter Co., manu- 
facturer of gages; Fiebing Chem- 
ical Co., maker of shoe waxes and 
polishes, and Mrs. Howe’s Food 
Products. 


America’s finest 


photoengraving plant 
Collins, Miller & 


Hutchi 


ngs INC. 


207 North Michigan, Chicago 
FRanklin 2-5854 


oer San RES Se ae ae ee ae oS. ae GS ol By s Be ce LS eee ee ep a See {9 Ae” oe ee a. a eae * ata. - ee 
: Be he. yee: | ae: Sag 02 ta 5 ae So %, eee ie, aman a emcee YP ey = aR a Rigs: 
0 ase ee ee ae eee ll Ce Sei Sees Sa = ae Ey iS ee 
: || 
| "ne _ oa ee 
: q ye RAE pee , 
~ 7 ——— - js bbe ae E 
: . 3. ee et om said 4 
of y > A. ed - 
. ; a 4 - ‘ ‘ ; yy 
e) Re - Pee 
ay “ . ar! 7 : ; 
+ i ; i i. _. * « ‘ 
: 7 . P ie : ’ ad 7 s Fi ft “t 
es % og oe > f = in, 
4 \ bys ' ee. . , rs 
~ 2 eee - ™~ , —, ; 
AS | axy eas 
—Cl Vl. ote ee 
: oS he fen. ere 
ae: ae J i ona. v ‘oe CAs . . pe 1 eh , 
oe. | 4 ; 
S 4 b oe Sz: BN 5 Oe pos j -'~ ‘) - i 7 
: Se? aes Le 
ia - *s) . j fi ‘ C 
: ee ee 
. _ i TS a |. Se 
" n a — o < » ease i. — X a . A 
: : iatersy \% A D 
= i ——7= 
ee 
ee 
= a 
cs : 
— EE 
if pO 
et 
ae) ' 
Ls ? ee 
a ' | 
2 [SS Se 
4 
— eS 
a e | ED LY CE. EO Ss 
; —— ooo 
> The 
— 
> co lm, 
‘> 8 / —»/ @ 
ie j/ ( 
ae 
“8 
et 
mi ha ea eeeeveeveeveeeeeeeeeeeeeeeeeee 
ae 
. PE 
*y ag ‘The National Soft Drink Magazine 
‘ Executive and Editorial Otfices ~ 316 Beachtree Street, NE. Atlanta, Georgia 
b. E xe eG a tgs 55.W 42nd St Phone Longacre 52540 © a re 
; mo « ae | Deena Dallas, Tenax eles 13, Calif 
: om mR . | it is ee 7 ove a po 
Suc 7 609? ww iw ‘ 720% Taylor O888 Mit yea 
‘ eeeoeveevoeveevev ee eeeeeee eee ee & @ 
brs ; ; ‘ ; ; . iii 
ee ae dg o's. oe! , ia « : 4 ub 2 es 2 ee ae ee 1 a at 2 Genie ena Mees Foe Ge - oa ae a ar ae Tee Chas 


Advertising Age, February 5, 1951 


ART SCREENERS—Examining entries in the 
vertising Art, to be held Feb. 21-March 6 in Los Angeles, are these members of the 
Art Directors Club of Los Angeles, which sponsors the event: Gi! Franzen, Ad Artists; 
Lou Frimkess, Advertising Designers; Dick Stow, art director, Foote, Cone & Belding. 
The most entries ever received, totaling more than 1,500 pieces, were screened by 


the club’s membership, prep: y 


6th annual Exhibition of West Coast Ad- 


to final judg 


t by the experts. 


International Chamber's Ad Commission 
Drafts Resolution on Ad Responsibilities 


Paris, FRANCE, Jan. 30—The In- 
ternational Commission on Adver- 
tising, a section of the Interna- 
tional Chamber of Commerce, has 
drafted a resolution reaffirming 
the social responsibility of adver- 
tising. The resolution will be sub- 
mitted for adoption at a forthcom- 
ing meeting of the commission on 
Feb. 23 and the final text will 
be submitted to the Lisbon con- 
gress, which will be held June 
4-10. 


es The draft resolution is a three- 
fold general statement of the in- 
ternational chamber’s policy re- 
garding advertising. It reads: 

‘a) The main function of advertising is 
to offer goods and services to the public 
in all countries. In doing this efficiently 
it helps to raise the standard of living, | 
to encourage a progressive trend in in- 
dustry, and to maintain the spirit of free 
initiative and honest competition—the base 
of our econom.c Lfe 

(b) Good advertising is, therefore, bene- | 
ficial to the community. To be good it} 
must be conducted with a proper sense of | 
social responsib.lity, be in keeping with | 
the economic, cultural and ethical trends 
of the time, and contribute to reducing 
production and distribution costs. 

tc) Codes of standards of practice en- 
sure a high level of conduct in advertis- | 
ing. A code has been devised by the In- | 
ternational Chamber of Commerce for 
the acceptance of all countries. This, how- 
ever, prescrives only minimum standards 
and tne adoption of more stringent codes 
is generally recommended. 


@ The meeting at which this draft 
resolution was accepted was at the 
74th session of the commission, 
with Philip D. Reed, president ot 
the International Chamber of Com- 
merce and chairman of the board 
of the General Electric Co., pre- 
siding. 

Present activities of the Com- 
mission on Advertising are varied. 
The foremost project is promotion 
ot turther adoption of the Code of 
Standards ot Advertising Prac- 
tice, as revised at the Quebec meet- 
ing in 1949. 

A more specialized program de- 
voted to fostering development of 
quantitative research into adver- 
tising media is now under way 
and, as a result, audit bureaus of 
circulation have been set up in 
countries where they did not here- 
tofore exist, particularly in Bel- 
gium and Germany. 

The commission is also engaged 
in preparing for the Lisbon con-| 
gress of the chamber a report! 
which will constitute a compara-| 
tive review of the operation of) 
ABC in the U.S., United Kingdom | 
and Scandinavia. The report will | 
not only give a picture of the 
working methods of each of these 
bodies, but will also depict their 
common features and essential 


characteristics. Thus, a valuable 
guide will be placed at the dis- 


posal of countries at present plan- 
ning to set up ABC or of countries 
which up to now have only under- 
taken rudimentary studies in a 
quantitative research of advertis- 
ing media. 


@ The ad commission is likewise 
engaged in promoting qualitative 
research on advertising media and 
in particular in encouraging the 
setting up of independent bodies 
to conduct such studies. With this 
purpose ir mind, the commission 
is drafting a set of rules for such 
studies. 

Of special interest is the 
project of a revised edition of the 
chamber’s dictionary of terms 


| commonly used in distribution and 


advertising. The revised edition 
will comprise a single volume 
giving the main terms used in 
eight languages (English, Dutch, 
French, German, Italian, Spanish, 
Swedish and Portuguese). 

Marie C. Psimenos is chef de 
section for the Commission on Ad- 
vertising, International Chamber 
of Commerce, whose headquarters 
are at 39 Cours Albert Ier here. 


Rogers Heads S-M News Co. 


William A. Rogers has been 
elected president ot the S-M News 
Co., New York. Mr. Rogers, for- 
merly vice-president and general 
manager, succeeds Phillips Wy- 
man, who was named cnairman 
of the board. New directors named 
were Stephen P. Glennon, vice- 
president and advertising director 
of the Popular Science Fublishing 
Co., and Lowell Shumway, vice- 
president and circulation director 
of the McCall Corp. During 1950, 
S-M reported, sales at newsstands 
totaled 98,281,952 copies of maga- 
zines and other periodicals. 


143,406 TV Sets in S. F. 


The San Francisco Television 
Stations Committee reports that 
the San Francisco Bay Area had 
143,406 television sets as of Jan. 
1, 1951. This figure represents an 
increase of approximately 9% over 
the number of sets installed as of 
Dec. 1, 1950. 


Airline Names Adams Agency 


Guest Airways, which provides 
one-stop service to Mexico City 
from such cities as New York, Chi- 
cago and Washington, has named 
Burke Dowling Adams Inc., Mont- 
clair, N. J., to handle its U. S. ad- 
vertising. 


To Alfred Paul Berger 


J. L. Galef & Son, distributor of 
guns and related items, has ap- 
pointed the Alfred Paul Berger 
Co., New York, to handle its ad- 
vertising. Space in business papers 
and in the mail order sectiuns of 
national magazines will be used. 


Williams Sets Skol Drive 


J. B. Williams Co., Glastonbury, 
Conn., plans a May through July 
campaign for Skol suntan lotion, 
using two-color, half pages in 
Life and The Saturday Evening 
Post, TV spots and transportation 
ads in major cities. Skolex, a new 
cream for people allergic to the 
sun, will get four half-column in- 
sertions in Ladies’ Home Journal 
and Life, and ads ranging up to full 
pages in a number of medical and 
drug trade publications beginning 
in late May. J. Walter Thompson 
Co., New York, is handling the ac- 
count. 


Michigan Abrasive Names 2 
C. H. Wills has been promoted 
from general sales manager to di- 
rector of sales of Michigan Abra- 
sive Co., Detroit. B. S. Meade, 
formerly vice-president of Ameri- 
can Swiss File & Tool Co., has been 
named general sales manager. 


WEEI Promotes Cunningham 

Guy C. Cunningham, director of 
national spot sales of WEEI, Bos- 
ton, has been appointed sales man- 
ager of the station. 
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Beech-Nut Baby Food Ad Campaign Opens 


Canasonarig, N. Y., Feb. 1— 
Beech-Nut Packing Co. has 
launched an extensive ad cam- 
paign for Beech-Nut food for 
babies in newspapers, Sunday mag- 
azine supplements, women’s and 
professional magazines. 

Copy, prepared by Kenyon & 
Eckhardt, New York, has pictures 
of smiling babies and stresses that 
“mealtimes are happy for baby and 
mother” when babies enjoy their 
food. 

Some 300 daily newspapers and 
Sunday magazine supplements will 
carry 200-line ads about 11 times 
between now and July. Nine baby 


magazines and six women’s maga- 
zines will carry two-thirds page 
monthly insertions, and bimonthly 
ads will appear in 14 professional 
publications and 20 business pa- 
pers 

A special campaign on the ad- 
vantages of the glass-pack for 
baby foods will be run in news- 
papers in 15 California cities. 


Named Shulton President 
George La Vie Schultz has been 
named president of Shulton Inc., 
New York, toiletry concern, suc- 
ceeding his father, William L 
Schultz, who died recently. 
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Texaco, ‘Hit Parade’ (and Lucky’s Jingle) 
Get Top Preferences in Ross TV Survey 


New 
A. Ross, 


York, Feb 
publisher of 
ports, announced the results 
of annual subscriber 
poll covering preferences in tele- 
vision programs, performers and 
commercials 
Singled out 
sponsor 


1—Wallace 
Ross Re- 
has 


his second 


as pace-setters for 
Tex- 
and 
Strike, 
“The 
“Kraft 


“Comedy 


identification were “ 
ico Star Theater” (NBC) 
Your Hit Parade” (Lucky 
NBC). Others mentioned: 
Goldbergs” (Sanka, CBS); 
Theater” (NBC), and 
Hour (Colgate, NBC). 

Lucky Strike’s “Be Happy Go 
Lucky” was an easy winner in the 
most original commercial” cat- 
egory. Runners-up: Schlitz beer, 
Ballantine beer, Chevrolet dealers, 
Muriel cigars, and Ed Wynn's an- 
tics for Motorola. 


@ Mentioned as commercials that 
sell best were those of Lucky 
Strike, 


Arthur Godfrey—presum- 


The 
Strange Case 
of 

Mr. Christian 


Dick Christian is very unusual. 

He is one of those rare men whose job 
is exactly the kind he always wanted— 
a job for which he was specifically (and 
thoroughly) trained. | 


Dick went to Miami University, 
graduated with honors, with a major in 
marketing and a minor in advertising. 
To broaden that base, however, he took 
work in journalism at Denison, a special 
engineering course at The Citadel, and 
foreign marketing at Biarritz American 
University in France. Finally, he got his 
Master's in Business Administration 

at Northwestern. 


So much for the theory. In between 
times, and since he finished school, he 
worked for a Dayton, O., advertising 
agency and a Dayton newspaper; as a 
machinist in an Ohio manufacturing 
plant; with Oxford Research Associates: 
then as a market analyst for National 
Cash Register and the Rockwell 
Manufacturing Company. 

He would be an asset to your 
organization—he is to ours. 


Dick Christian brought chat educational 
and (more important) practical 
background with him to The 
Marsteller Co., marketing consultants. 
As a client of The Marsteller Co., you 
could draw upon it at will. 


The Marsteller Co. is working with 
manufacturers. agencies and publishers 
on a variety of marketing and sales 
promotion assignments. Quotas, costs, 
coverage, competitive analysis, 
readership, records, presentations and 
prices, for instance. 
No advertising preparation, though; 
that's best done by the agencies. 
s we can help you, too. Like to 
ut it? 


Perha 
talk a 


THE 
MARSTELLER 


Cc Oo - Marketing Counsel 


612 MORTH MICHIGAN AVENUE 
CHICAGO 11, ILLINOIS 


\_ Totentene Michigan 2-3919 ol 


| tinue 


ably all of his sponsors since none 
in particular was singled out—and 
Betty Furness’ efforts for Westing- 
house. Others: Stopette, Sanka, 
Amm-i-dent, Parliament ciga- 
rets and Schlitz 

Ross subscribers are 
atives of networks, 
cies, station representatives, ad- 
vertisers, motion picture compa- 
nies, film distributors, commercial 
film producers, research compa- 
nies, unions and talent agencies. 
Talent—announcers, actors and 
actresses—also was represented in 
the poll. 


represent- 
stations, agen- 


Few Heads Liggett & Myers 
Benjamin F. Few has been 
elected president of Liggett & 
Myers Tobacco Co., New York, ef- 
fective Feb. 1. He succeeds J. W. 
Andrews, who is retiring under 
the employes’ retirement plan. Mr. | 
Few, a director and senior vice- | 
pre sident, has been with the com- 
pany since 1916, during part of 
which time he directed advertis- 
ing. Zack Toms, a director and 
secretary, has been elected vice- 
president and L. D. Thompson, | 


ment, has been named a director. 


Sweet's Catalog Names Two | 

William D. Crelley has been 
named assistant sales manager re- 
porting to Howard M. Thompson, | 
sales manager of Sweet's Catalog | 
Service of F. W. Dodge Corp., New 
York. Mr. Crelley also will con- 
as manager of Sweet's cus-| 
tom contract department. Harry R.| 
Marshall has been appeinted as- | 
sistant district manager of Sweet’s | 
Catalog Service, making his head- | 
quarters in the Cleveland office | 
Mr. Marshall, who joined Sweet's 
in 1946, will report to Moses King. 


‘Art News’ Ups Rates 

Art News, published monthly ex- 
cept July and August by the Art 
Foundation, New York, has raised 
its b&w page rate from $380 to 
$480 and its four-color rate from 
$520 to $780. The magazine pre- 
viously guaranteed 14,000 circula- 
tion. Its present minimum net paid 


| tigure is 25,000. 


| 
Joins Gebhardt & Brockson 


Lucien M. Brouillette, formerly 
vice-president and secretary of 
Almon Brooks Wilder Inc., Chica- 
go, has joined Gebhardt & Brock- 
son, Chicago agency. 
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STORMY WEATHER MAP OF THE LOOP 


Showing Indoor Routes Through Stores, Public Buildings and Subway Passages 


pe CR a WELLS eS —— 
5 | 
nec, H { | 
SHERMAN rs } | 
“s SL vil 
F = 
TA SALLE j = 
we | = ce oe mores | 
S > i a | a- 3 
ae OO Lh gi |i f 
__ eS I — “sare 
c oO 
x» > een r } 
m \< uv 
z ' z 
Bee 
— — SE Peace aed 
ae | | { 
=e. RK, 
__ is L_Jil__J ft | mf ee 
DTiTTe oo | ic 4 
Soe a 
| - 
—| een 4 a | =o J 


| COVERAGE—Garden City Envelope Co. gets over a 
head of L&M’s purchasing depart- | story with this stormy weather map of Chicago's Loop, showing 
| how pedestrians can make use of indoor routes provided by 


= i, 


MICHIGAN 


200) HOCH wn oF 


“coverage” 


tenden & Eger. 


ARnoen Ciry Exnvesope ComPany 
buildings and subway passages in bad weather. 
direct mai! piece, was prepared by Garden City’s agency, Crut- 


The map, a 


Parliament Buys Newscast 

In its first’ major move into 
video programming Benson & 
Hedges, maker of Parliament ci- 
garets, has purchased the Satur- 
| day session of “Televiews of the 


News” over WPIX, New York 
Time—15 minutes—was bought 
through Kudner Agency. Current 


sponsors of the news show on other 
days include Socony-Vacuum Oil 


Co. (Compton Advertising) and 
Monarch Wine Co. (Donahue & 
Coe). 


| Tatham to Open N.Y. Oftice 
Tatham-Laird, Chicago, will 
|} open a New York office to handle 
radio and television programming 
and production originating in that 
city, beginning Feb. 19. H. Law- 
|rence Holcomb, formerly assist- 
| ant to the vice-president in charge 
| of television and radio for Lennen 
|& Mitchell, has been named to 
head the new New York radio and 
TV department, effective Feb. 12. 


| Weiss & Geller Names Gross 

Bernard J. Gross, account ex- 
ecutive and member of the plans 
board of Weiss & Geller, Chicago, 
| has been named a vice-president 
of the agency. 
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PROFILE SURVEY 


WDA survey families earn $5,000 to $10,000 
survey families earn more than $10,000 


in survey families are college graduates 


of survey house dwellers are home owners. 


SEND FOR YOUR WFLN 
AUDIENCE PROFILE 
STUDY NOW... 


Pinpoint your select market advertising in 
Philadelphia to the power-packed audience 
covered by Philadelphia's FIRST station for 


fine 
Complete focts 


on 46.6% re- 
turn from 3776 
mailed 71-ques- 
tion question- 
naires 


Surv 


now 


music and news. Pulse count (July 1950) 


estimates 90,000 listeners. Program Guide 
sales show increase of 40% since July 1. 


ey respondents report 22.5 hrs. average 


weekly listening time. Survey audience facts 


available on Banking, Insurance, Auto- 


motive, Vacation, Travel, Retail Buying, etc. 


95.7 20,000 
MEGACYCLES Fm 


FOR TIME AND RATES WRITE 


GET FACTS NOW ON THE W 


WATTS 


DEPT. B 
PHILADELPHIA 28 


| 
FLN AUDIENCE PROFILE SURVEY | 


Ex-Cell-O Diagnoses Milk Bottle Ills: 
Gives ItNo More Than 15 Years to Live 


Detroit, Jan. 30—Don Raye and 
Gene Paul’s song, “Milkman, Keep 
Those Bottles Quiet,” rode to mus- 
ical heights a few years ago. Now, 
Ex-Cell-O Corp. is humming the 
song as though it were written es- 
pecially for it. 

| Ex-Cell-O, leading paper milk 
container sponsor, has just com- 
pleted a survey which it says 
points up a hopeless case for the 
glass milk bottle industry. 

The survey covered hundreds of 
thousands of milk bottle users and 
showed, the company said, that 
paper milk containers will gen- 
erally replace glass bottles in from 
five to 15 years at the present rate 
of conversion. 

Consumers, the survey indicated, 
prefer paper milk containers. Al- 
though only 19.1% of Americans 
| purchase their milk in paper con- 
tainers, more than 36% would 
like to. And of those who buy milk 
in glass bottles only 49.3% prefer 
it that way. 


|}@ Already paper cartons have a 
five to one edge over glass bottles 
in metropolitan groceries and mar- 
kets, the Ex-Cell-O survey dis- 


closed. In home doorstep delivery, 
the glass bottle still accounts for 
95% of volume, but more than 100 
additional dairies have gone over 
to some percentage of paper con- 
tainers in the past six months. 
Ex-Cell-O leads the nation as 
the producer of machines to make 
paper milk containers, with over 
1,350 machines sold or leased to 
approximately 900 dairy plants. 


ABC Names Weinbach 


Mort Weinbach, formerly of 
Columbia Broadcasting System, has 
been appointed business manager 
of the radio program department 
of American Broadcasting Co., 
New York. 


Milward Alloys to Warner 


Milward Alloys Inc., Lockport, 
N. Y., manufacturer of alloys and 
carbon rod holders, has appointed 
Harold Warner Co., Buffalo, to 


handle its advertising. 


Rowack to Flint Associates 

Louis L. Rowack, formerly ad- 
vertising manager for the Tribune, 
Levittown, N. Y., has joined Flint 
Advertising Associates, New York, 
as an account executive. 


TRY THIS ON YOUR PHONE 


. . . Write or Phone for 
one of our Representatives 

—Let us show you samples of work 
we are doing for successful institutions 


FAITHORN CORPORATION 


..-You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 
your production 
requirements. 
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Curbs on Ad Volume Are Neither 
Necessary Nor Desirable: Kleppner 


(Continued from Page 1) 
declares. 
Enroute to answering his self- 


posed question, the author of “Ad- | 


vertising Procedures,” a volume 
now in its 33rd printing, demolish- 
es a few major criticisms of adver- 
tising. Some samples: 


e Charge: Advertising has abused 
its freedom with its exaggerations, 
deceptions, pseudo-scientific 


claims, half-truths, and outright 
frauds. 
Reply: “During the 12 months 


1950, the Federal 
Trade Commission examined 1,- 
080,646 newspaper, magazine, 
radio and television advertise- 
ments. Of these it set aside 30,679 
advertisements, or less than 3%, as 
being possibly misleading ...The 
proportion of deceptive advertise- 
ments is far less than critics infer.” 

Charge: The advertised differ- 
entials of products—the special 


ending October, 


inducements to buy those particu- 
lar brands—are 
confusing and trivial. “All soaps 
are really alike.” “All refrigerators 
are about equal.” 

Reply: “He who scoffs at the 
trivial differentials, or gadgets, 
which are advertised in electric 
refrigerators does not scoff nearly 
as haughtily as would a young 
housewife if she were offered as 
new today an unused model of 20 
years ago. Today's average refrig- 
erator has far better refrigeration, 
a better motor, better insulation, 
and larger storage space than the 
costliest model of 20 years ago.” 


@ Charge: Product differentials 
breed monopolies and the focal 
point of this infection is the trade- 
mark, with its attendant wastes 
of advertising. 

Reply: “Deny a man the right 
to be known for the quality of the 
product he offers to the public, and 


National Nielsen-Ratings of Top TV Shows 
Two-Week Period Ended Dec. 9, 1950 
All figures copyright by A. C. Nielsen Co. 


Program Popularity * 


Total Homes Reached 


inconsequential, | 


SIGN DESIGN CONTEST—Judging of entries in the fifth annual electric sign design 


Jan. 17. Judges were (left to right): 


d by the National Electric Sign Assn., was held in Chicago 
seated, D. B. Hause, advertising director, 


Armour & Co., Chicago; J. J. Lechner, vice- “president, Foote, Cone & Belding, Chi- 


cago; standing, Paul R. Fritsch, 


division, advertising de- 


partment, Goodyear Tire & Rubber Co., ‘Akron; W. D. Gothwoite, general sales 
manager, electrical advertising division, Federal Enterprises, Chicago, and J. H. 


Ferring Jr., 
d at the ‘s 


vice-president, G. c. Kirn Adv. Sign Co., St. Lovis. Winners will be an- 


ition in New York, Feb. 5. 


he has little reason to maintain 
that quality. Deny him the satis- 
faction and benefits of being rec- 
ognized for an improvement in the 
product and he has little incentive 
to make such improvement, partic- 
ularly if he has to risk his money 
in doing so.” Advertising of trade- 
marks preserves this incentive and 
provides a way for the public to 
discover the products which are 
available. 


Arno Johnson, 
Nourse Outline 
Dairy Outlook 


(Continued from Page 1) 


69 
out that government control of 
metals currently is designed to 


provide the military with all nec- 
essary materials, but that “little 
or no consideration has been given 
to the material needs of industries 
which are deemed essential, such 
as the dairy industry 


@ “This,” he continued, “has meant 
ithat the manufacturers of milk 
| processing equipment have been 


unable to obtain the necessary ma- 


terial required to make the various 
types of equipment and supplies 
needed for the handling of dairy 
products. This shortage will soon 
be felt by farmers and processors 
and, unless some action by the 
government is taken in the very 
near future, it can be calamitous.” 

W. J. Wilson, president of the 
National Cheese Institute, esti- 
mated that milk production in the 
U. S. will be around 118 billion 
pounds this year, as compared with 
120.5 billion pounds in 1950. 


Trade Ads Gaining, 
Manson Says; Offers 
Copy Suggestions 


New York, Jan. 29—‘“Trade ad- 
vertising is definitely on the 
march,” said Douglas Manson, 
trade copy chief of Benton & 
Bowles, in a talk to the Assn. of 
Advertising Men here. 

If shortages, controls, and other 


‘ " by both producers and distributors. : » fact “ut 
Rank . - (0) Rest i a. 3 (000) “On the other hand,” he contin- os Pegpecvicren ac a :, 7 
1 Texaco Star Theater ( D nccvcceces . exaco Star Theater (NBC) .......... ‘ - ie a ee oe da tens rage ea sen) further into consumer ad schedé 
2 Comedy Hour (NBC, Frigidaire) ..... 57.2| 2 Comedy Hour (NBC, Frigidaire) ...... 4474| @ Charge: Most national ads are/ ued, “dairy products which have] campaigns aimed at retailerg 
3 Fireside Theater (NBC, P&G) ...... 55.7 3 Philco TV Playhouse -, 4, overcharged emotionally, evasive | been promoted vigorously to the th ae h ¢ ” ‘ pike " ~ 7 . 4 
4 Philco TV Playhouse (NBC) .......... 46.8 4 Fireside Theater (NBC, D sccccees factually le a s’ | cons P , Poca roug rade media will assum 
5 Your Shew of Shows (NBC, Par- | 5S Colgate Comedy Hour (NBC) sees | factually, and useless as a buyers’ | consumer over a period of years} 4404 importance, he said. Thi 
ticipating) ....42.0| 6 Your Show of Shows (NBC, Snowcrop) . .3,651 | Suide. have increased substantially in on aa ag Pen , 
6 Colgate Comedy Hour (WBC) bocaas i 7 Arthur Godfrey (CBS, Liggett & anne Reply: “Not all products are | per capita consumption. Cheese, = icy 0 pen na media = , 
7 Your Show of Shows ( mowcrop) . .40. 4, MTEL tr ee . cere hee " : 3 ; when an advertiser has somethin 
B Lone Ranger (ABC. General Mills) ---...38.6| 8 Your Show of Shows (NBC. Crosiey) .:3\g86| Bought because of their technical|ice cream and evaporated milk) +. announce is not sound 
9 Aldrich Family (NBC, General Foods) . . 38.2 owdy Doody (NBC, Wander 394 efficiency; a consumer advertise-' have expanded their markets . ~ . 


10 Armstrong Theater (NBC) .......... 38.1 10 Panst Blue Ribbon Bout: (ces) es ment must also interest the reader | more nearly in line with the grow- ‘An advertiser always has somes 


*Per cent of TV homes reached in those cities where the program was telecast. 


in the advertisement as a whole 


ing potential, although there is 


thing valuable to tell the dealer,” 


a before the reader even inquires| still opportunity for further nee oper — opm = = 
° about the details of the product ...| growth.” gested subjCcts around whicn go 
Videodex Network T V Ratings national advertising is only one trade publication ads can be built 
step in selling a product...” e Mr. Johnson said repeatedly 


Jan. 3-9, 1951 
Copyright by Jay & Graham Research Inc. 


a Rotate 


Total Homes Reached 


Mr. Kleppner takes issue with 
those who propose to curtail ad- 
vertising by freezing all advertis- 
ing at 50%—or some other level— 


that while the real purchasing 
power in 1951 could reach $122.9 
billion—about 62% above the 1940 


@ These suggestions, based on @ 
recent article in Progressive Gros 
cer, Mr. Manson grouped into fivé 
basic categories: 


Rank (%) | Rank Program (000) level and 5% above the 1950 level, ee ’ oe 
1” Texaco Star Theater (NBC, 60*) x ++ BRS 3 ene Sy Taee g oo," =H} of present expenditures. He says|the market for dairy products has|_ ! ave the retailer merchandiag 
5 Talent’ Scouts (ces, Lipton” a). 3 Son taae of Ghee (NBC, artic. those who take this stand argue | not been expanded proportionately. — a ay ey oil sev 
Tea, 23*) Sia 3365 a6) : pination, 56°) “ig 30)": 3.685.9| that each advertiser would then be} “Higher prices of dairy prod- ~— —_ e one product sell sev 
‘ Fireside Theater (NOC § NBC. Parties |S Godfrey & Frends (CBS, Chester. | Comparatively as well off, and the| ucts,” he insisted, “could hardly | °™® ot ers. i 
ipation, 56*) 38.3 ees 3,329.1] money saved could be channeled| have been the cause of this fail- 2. Give the retailer timely new 
6 Codtrey Serum (CBS, Chester- al 6 tet See (CBS, Lipton par sons into higher wages or lower prices.| ure to step up consumption. The about the product or company; 
7 Philco TV Playhouse (NBC, S8*) ....36.8| 7 Fireside Theater (NBC. P&G, 27*) .3,065.4 index of retail prices of dairy| SUCh as what others are doing ‘6 
8 Besatens od (NBC, General ne 8 ‘sa Gates Game, Ce, Fae 3,034.5| @ Not so, says Mr. Kleppner. Cur-| products throughout 1950 was low- | merease sales of a product. ; 
9 Your Hit Parade (NBC, Lucky 9 You Bet Your Life (NBC, OeSete- tailing advertising in this way | er than the price index of all foods 3. Give the retailer specific in 
10 By Ri Bouts, (CES, Pabst -+ +334 a =. (ces. Kea -- 2,957.5 would be an invasion of the adver- | and was within 5% of the average formation about a product, sucll 
Sales Co., 52*) a oy toa areal 2,917.9] tisers’ freedom of speech. of all items in the consumers’ price | #8 What makes it distinctive front 
10 Mama (CBS, General Foods, 26) 33.2 “We may be moving into an era | index sumilar products. 


*Number of cities in which program was telecast. 


tPer cent of TV homes reached in those cities where the program was telecast. 


of greater government control un- 
der a wartime economy,” he con- 


Dr. Edwin G. Nourse, economist 
and former chairman of the Pres- 


4. Merchandise consumer adver- 
tising to the retailer and jobber 


. " o tinues. “But if, as a matter of basic | ident’s Council of Economic Ad-| PY telling the retailer, for exam- 
Ten-City Comparison of TV Audiences _ policy, the government, by regula-| visers, told the dairy executives|Pl¢, how to tie up his advertising 
tion or by taxation, were to dictate|that “the dairy industry has no with your campaign. 


Based on Videodex 


Data for Jan. 3-9, 1951 


to an industry selling to the public 
how much advertis‘ng it might do, 


need of fear or pessimism.” 


5. General information, such as 


correcting erroneous information 


. 
E = 5 s : s that threat could reduce the voice|@ He said that population growth, about the company or product. 
$ <= z s « Z ¢ i $ | of a business to a whisper, and the | improved understanding of nutri- 
= = ¢ g rd 3 Ea s es & whisper to silence, allowing aj|tional needs and adoption of the ; 

— eseeseeaeeees na, business not even a| full employment policy help guar- Deadline Extended 
Texaco Star Theater .-57.0 S18 543 S89 651 43.1 481 S02 525 63.9| squeak. antee dairy farmers an intrin-| j TV ici P 
Blue Ribbon Bouts . - 387 37.4 44 —— 480 —— 397 393 412 388) “The assurance that the same|sically strong mark sitic in AM- Musicians 
Godfrey's Talent Scouts a75 458 459 —— 586 —— 305 535 455 45.7 ns } ng market position. 
Saaaie “hasten — 346 —— %6 526 —— 350 454 39.2 451| curbs were being imposed ‘equally’| “Your policy,” he said, “should Pay Controversy 
Show of Shows 416 39.7 322 —— 655 —— —— %.0 —— 408) on all members of an industry | be that of doing everything in your 
+ ney ES eo = = or $10 prance = ne non 4 would not be an effacement of the! power to exploit that strength to New York, Feb. 1—The threat 
Godfrey & Friends “355 443 —— —— —— —— 330 354 39.8 36.6| Wrong, but a multiplication of it.”|the benefit of dairy processors| of a musicians’ strike against ra- 
Hopalong Cassidy :-?- } 48.1 37.8 4 14 as and dairy farmers; to the benefit! dio and television was averted this 
wd _— — ee 03 48 —— 319 —— 391 —— ——|Rayco Names Robert Grady | of consumers and to the benefit of | week as representatives of net- 
Kraft TV Theater — — — 30 5009 -— — — 438 —! Rayco Mfg. Co. Paterson, N.|the economy... You want to see| works and American Federation of 
agg 86 — eas =: as — = = ss —/J. operating a chain of 53 auto the dairy industry play its part Musicians agreed upon a deadline 
Wit Parade ‘2S 25 — — —— — ... — .. «| S0Rt cover service stations, has/ most creditably in the garrison| of Feb. 15 for a new contract cov- 
Super Circus aoe same ns —_—_ — 0— gg Lo hale 1951 and prepare itself for | ering AM and TV, — < oe 
Ellery Queen === 98. ne os <a ae ie oe ae -| still better service when the time | to be retroactive to Feb 
rs hg aa = 23 Panne ‘at aan sem ee amie aa tising. Promotion includes outdoor | comes for disarming National contract negotiations 
Pulitzer Prize Playhouse — — — 102 tg jf + eter my in 3) “If this process, which has made | will be resumed Monday, Feb. 5 
You Bet Your Life —_——  —— —s 2 — rr ern ee aang B 300 te 800 mee in -| America great, is to continue,”| James C. Petrillo, AFM president, 
ba hay — ne, Wane aS aiien Gide alls aii amie Se eneel alien. Seen spot also is being| Dr. Nourse declared, “it must be|is asking for a pay raise for TV 
Lights Out ——_— or rr eee — §6 4850) Used in Boston, Detroit and New| because we use our technical and | musicians. Now paid 95% of the 
nl = ag OES ee SS ae ee ee eee negotiations under way| business ingenuity to produce | current radio scale, they will re- 
Sue) Ganson eon a an Sc an gel ee ee Se |more goods for more people at| quest 20% above radio's mini- 
Phevrolet Triple Theater — eee ae DB lower prices. It will not be accom-| mum; in the case of simulcasts, 
ag AF mtg Se ee a os ES ee re Eastman Joins Leslie Salt : plished by using political means they will ask radio scale, plus 
lea Ray Watton . — — —— — — 266 —— — — —_ Carl J. Eastman, vice-president to support prices out of reach of | 50%. 

of N. W. Ayer & Son, San Francis- the average or below average con- Mr. Petrillo said such increases 
31 LEADFRS—Dota from the Videodex TV aud panels in ten of the cities checked co, has resigned to become assist- sumer.” will be negotiated as though there 


ant to the president of Leslie Salt 
Co., San Francisco. Mr. Eastman 
has been associated with the Ayer 
agency for 20 years. 


by Jov & Grahom Research show thot only “Texaco Stor Theater” made all top ten 

lists. (It led in seven markets.) Only ten of the 31 shows made the leadina grovo in 

ot least five of these cities. Note that Boston ratings for this week are highest, those 
in Los Angeles lowest, for top shows. 


M. H. Brightman, executive 
secretary of the Dairy Industry 
. Committee, Washington, pointed 


were no wage freeze; the matter 
will then be taken to the govern- 
ment. 
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STEEL SASH fe et 
Yodey’s most versatile walls “9 - = 


ALL-MARKET STEEL WINDOW CAMPAIGN~—Mesker Brothers Iron 
Co., St. Lowis, in February will break an intensive promotion for 
steel window sash in Magazine of Building. The campaign will 


Mesker Brothers 
Opens Intensive 
/ Steel Sash Push 


Sr. Louis, Feb. 1—Mesker Bro- 
ithers Iron Co. this month will 
flaunch one of the most intensive 
gcampaigns for steel windows ever 
jrun in one publication. 

’ The drive will break in the 
'February issue of the Magazine of 
Building, with 425 pages of two- 
feolor bleed copy divided into 
Bix units which, in turn, cover six 
ipages of the issue 

» The ad begins with a full page 
Aon a left-hand page), continues 
With four two-thirds page ads on 
BS many pages, and winds up 
With a second full-page ad on the 


Always Dependable Quality and Service 


_ TWIN CITY 
ENGRAVING COMPANY 


208 S. STATE ST. ST. JOSEPH, MICH. 

PHOTO ENGRAVING - ART-COPY-LAYOUT 
‘ A ONE COLUMN CUT OR A 
COMPLETE COLOR BOOKLET 


sixth (right-hand) page. 


Mesker has scheduled insertions 
in six of the magazine’s 12 issues 
this year. The 423 page insertions 
will run five times and the com- 
pany will use a four- to eight- 
page insert devoted to its new 
plant some time this year. 

Copy in each insertion will be 
directed at the entire industry 
The February ad, for example, 
will stress the idea that contrac- 
tors, architects, engineers and 
owners “look to steel sash for to- 
day’s most versatile walls.” 

John B. G. Mesker, vice-pres- 
ident of the company, explained 


that “it has become very diffi- 
cult to forecast how much of an 
effect the defense effort will 


have on the various markets we 
sell. About the only change of 
which we can be certain is that 
residertial construction will de- 
cline and industrial building will 
increase.” 

e The current 
three objectives: 


1. Emphasize the quality of 


use 4 2/3 pages of copy, on six successive pages, five times 
during 1951. In addition, Mesker also will use a special insert. 
Krupnick & Associates, St. Louis, has the account. 


promotion has | 


| 


erection and immediate 
tion of the building is essential 
3. Make a direct bid for war 
contracts from military and gov- 
ernment procurement agencies. 
Each insertion in Magazine of 
Building will be merchandised via 
eight-page reprints carrying a 
full list of Mesker represent- 
atives and the magazine’s cover. 
| 
e The reprints will be concen- 
trated in areas in which Mesker 
Brothers has representation and, | 
in addition, will be sent to gov- 
ernment procurement agencies | 
and persons influential in speci- 
fying building materials and 
awarding defense contracts. 
At the present time, the com- 
pany operates two plants in St 
|Louis. The four- to eight-page | 
insert probably will be timed to 
}correspond to the opening of a 
| completely new plant | 
} 
| 


occupa- 


| 


| 
Krupnick & Associates handles 
| the company's advertising 

| 


U. S. Court Levies 


product and the prestige of the $40,000 Judgment 


Mesker name. 

2. Bid for the use 
steel windows in 
struction, especially 


of Mesker 
defense con- 
where fast 


One Call 
for All! 


VEL-DOOR (os 


‘SION BURNER 


Ptarieruin lficveney 


your hes 


' U.S. Pat. Reg 
No. 531,356 


@ FROM THE 
BASIC IDEA 

TO THE 

FINISHED DISPLAY 


DIMENSIONAL 
DISPLAYS 


RIVER RAISIN PAPER COMPANY 
DISPLAY DIVISION + MONROE, MICHIGAN 


Against Morton Salt 


WASHINGTON, Jan. 31—The Fed- | 
eral Trade Commission today 
| hailed the action of a federal dis- 
ltrict court in Chicago levying a 
$40,000 judgment against Morton 
Salt Co. for failure to file a special 
report sought by FTC. 

Originally the district court and 
the U. S. court of appeals had ruled 
|that FTC lacked authority to ask! 
for the report, but the U. S. Su- 
preme Court reversed the decision. 
FTC asked for the report in 1947 
as part of an investigation of 18 salt 
producers to determine the effec- 
tiveness of a cease and desist order | 
issued in 1943 against a price con- 
spiracy. A similar action is pend-| 
ing against International Salt Co., | 

Scranton, Pa. 


} 


Named Jell-O Ad Head 

Herbert M. Cleaves, with Gen-| 
eral Foods Corp., New York, since 
September, has been appointed 
sales and advertising manager of 
the Jell-O division of General | 
Foods. He succeeds John S. Allen, | 
who was recently named special 
assistant to the general manager 
of the Birds Eye-Snider division. 


KPHO Appoints Harry Stone 


Harry L. Stone, formerly vice- 
president and general manager of 
WSM and WSM-TV, Nashville, 
has been named general manager 
of KPHO and KPHO-TV, Phoenix. | 


| 


| 
Pank to Calkins & Holden 


William C. Pank, formerly with 
Roy S. Durstine Inc., has joined 
the New York office of Calkins &' 
| Holden, Carlock, McClinton & 
Smith as an account executive. 
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The Eye and Ear Department 


“Zoo Parade,” 


aches and pains. 


happens to a dog when he isn’t 


sponsored by Quaker Oats for Ken-L-Ration 
Sunday afternoons over NBC-TV, and by Jewel Stores in Chi- 
cago, is an excellent example of a TV program designed to 
build not just an audience, but an interested audience. 

As the name indicates, “Zoo Parade” is a program about ani- 
mals in the zoo—specifically the Lincoln Park Zoo in Chicago 
The program is announced by Jim Hurlbut and is carried along 
by Marlin Perkins, curator of the institution, who chats casually 
but informatively about animals—about elephants, porcupines, 
civet cats, spiders, tigers or what have you 
to tell a crocodile from an alligator, an Indian elephant from an 
African elephant. He tells you the particular contribution some 
of these animals make to mankind—such 
queathing the delicacy of Shark Fin Stew, the elephant’s mak- 
ing possible the billiard ball, and the bear leaving a legacy 
of bear grease which used to be considered pretty wonderful for 


The program is every bit as fascinating as a zoo—and smells 
much better on television. The Quaker Oats commercials con- 
sist of close-ups of the product or cartoons that depict what 


just possibly be improved, but the interest carry-over is so 
intense, this reviewer, for one, doesn’t fee] it’s necessary. 


He tells you how 


as the shark’s be- 


fed Ken-L-Ration. These might 


FTC Asks Court to Stop Rhodes Pharmacal 
From Pushing Imdrin as arthritis Treatment 


WASHINGTON, Feb. 1—Drawing on 
a new procedure announced less 
than a month ago, the Federal 
rade Commission asked the fed- 
eral district court in Chicago to- 
day to issue a preliminary injunc- 
tion to stop Rhodes Pharmacal Co., 
Chicago, from advertising that Im- 
drin is a treatment of arthritis and 
other ailments. 

Contending that “irreparable in- 
jury” may be done to the public, 
FTC said the Imdrin claims should 
be held up pending “final disposi- 
tion” of the complaint which the 


;} commission issued against the ads 


in August, 1949. 


e FTC contends that Imdrin’s 
value is about equal to one-and- 
a-half aspirin tablets. It says “ir- 
reparable damage may be done in 
that persons induced to purchase 
said preparation may delay proper 
treatment and thereby suffer per- 


| manent and irreparable injury.” 


Noting that each 100-tablet bot- 
tle sells at retail for approximate- 
ly $2, the complaint states that 
‘immediate financial loss will be 


| caused to the purchasing public in 


that they will each suffer loss to 
the extent of the amount paid for 
said preparation.” 

Early last month (AA, Jan. 15), 
FTC announced that it had decided 
to seek court injunctions against 
food, drug and cosmetic ads which 
might cause irreparable damage or 
loss to the public. In filing for an 
injunction in the Imdrin case, FTC 
said the defendants had “persisted” 
in disseminating the ads on a na- 
tional scale despite the commis- 
sion’s doubts. FTC said it exer- 
cised “due diligence” to bring the 
issue to a decision, but that “un- 
avoidable delays” had been en- 
countered. 


e The commission's policy on in- 
junction actions was issued after 
the House small business commit- 
tee released a report blasting FTC's 
failure to move rapidly in its cases 
The report pointed out that the in- 
junction method had been used 


successfully 38 times, but that it 
had not used since 1948. 
Rhodes Pharmacal Co. will have 
an opportunity to argue against the 
issuance of an injunction. 


been 


New York Dailies Sign 
with Deliverers Union 

Representatives of the Newspa- 
per & Mail Deliverers Union (in- 
dependent) and New York’s 12 
major daily newspapers last week 
signed a new two-year contract. 
This concludes negotiations started 
last fall between eight crafts 
unions and the 12 newspapers 
(AA, Nov. 16). All of the unions 
except the deliverers had signed 
before the first of the year 

The contract provides an im- 
mediate wage increase of $5 a week 
with an additional $2 pay rise next 
year. If the consumer price index 
of the Bureau of Labor Statistics 
goes up six points in the period 
between Sept. 15, 1950 and Sept. 
15, 1951, the increase in the con- 
tract’s second year will be $3 a 
week and it will go up $1 for each 
two-point rise beyond that. 


Avco Files Suit Against 
Admiral on Serve-A-Dor 

Avco Mfg. Corp. has filed a 
trademark infringement suit in U. 
S. district court, Chicago, against 
Admiral Corp., in which Avco 
charges Admiral with infringing on 
two features used by Avco’s Cros- 
ley division in the manufacture of 
Shelvador refrigerators. 

Avco has asked for a temporary 
and permanent injunction, an un- 
specified amount of damages and 
an accounting of gains Admiral has 
accrued by the use of the term 
Serve-A-Dor and a feature which 
Avco calls Soft-Glo interior 


Fisher Agency Moves 

David E. Fisher Advertising 
Agency has moved from metropoli- 
tan New York into its own build- 
ing on New Albany Rd. in Towan- 
da, Pa. 


KLIX Names Robert Keller 
Robert S. Keller Inc., New York, 
has added KLIX, Twin Falls, Ida., 
to its list of clients for the com- 
pany’s sales promotion service. 


Published by Parents’ Institute, Inc., publishers of PARENTS’ MAGAZINE 
52 Vonderbilt Avenve, New York 17 * Atlanta * Boston * Chicago * Los Angeles * Son Francisco 


now a monthly magazine 


Reaches 250,000 new and expectant 
mothers... just when interest in baby 
products ond services is at peck! Distribu- 
ted by 370 leading stores and 45 major 
dioper services. 
chandising helps and local tie- 
ins give point-of-sale support 
You can reach and sell more 
new and expectant mothers 
through YOUR NEW BABY! 


YOUR NEW BABY 


Speciol mer- 
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Lorain Paper Asks: 
Must It Accept Ad 
Plugging Radio Show 


CLEVELAND, Jan. 30—The Lorain 
Journal, required by court order 
to accept advertising from mer- 
chants using competitive radio ad- 
vertisements, has raised a new 
question: Must the Journal ac- 
cept advertisements that publicize 
radio programs? 

Attorneys for the Lorain, O., pa- 
per filed the question, in the form 
of a motion, before federal Judge 
Emerich B. Freed. Judge Freed, 
finding the Journal guilty of re- 
fusing advertisements from mer- 
chants who also use radio adver- 
tising, decreed such practice should 
stop (AA, Jan. 15). 

The newspaper's representatives 
said Lotus Moore, owner of a 
men’s wear store, had submitted 
copy and money for a 2” adver- 
tisement in the Journal to call at- 
tention to a program on Station 
WEOL, Elyria, O. The copy reads: 
“Listen to ‘Collector’s Corner’— 
WEOL—Friday, 11:30 p.m.” 


@ Station WEOL, figured in the 
Justice Department’s suit against 
the Journal in which Judge Freed 
found the Journal and its owners 
guilty of violating the Sherman 
Anti-Trust Act by boycotting 
would-be advertisers who bought 
time on WEOL. 

The new motion referred to a 
section of the decree in which the 
judge retained jnrisdiction over 
certain aspects of the case and 
asked Judge Freed whether the 
proffered advertisement falls 
within the scope of his jurisdiction. 
Judge Freed had included no rul- 
ing as to the content of the adver- 
tisements which he ordered the 
Journal to accept. 


Foote, Cone Gets Libby 
Pineapple Products 

Foote, Cone & Belding, Chicago, 
has been named to handle adver- 
tising of Libby, McNeill & Libby 
pineapple products, effective at a 
date to be agreed upon with J. 
Walter Thompson Co., which con- 
tinues to handle the bulk of the 
Libby advertising. The date will 
probably be April 1. 

Decision on another Libby agen- 
cy to handle the company’s new 
frozen food line (Private Lines, 
AA, Jan. 22) has been postponed 
for six to eight weeks. Five Chi- 
cago agencies are being considered. 


a> 


SCHOOL DAYS—Personnel at Anderson & 


Cairns, New York, are shown here telling 


the new group of regional promotion men for Alexender Smith & Sons and C. H. 
Masland & Sons all about the intricacies of an agency. The men ore assigned to in- 
dividual territories for Alexander Smith, sole selling agents for Masland, to work out 
advertising and promotion plans for dealers in their territories. Left to right (seated) 
are: Joseph Heyman, Chicago territory; Herbert Jay, New York; Derby Denson, Dallas; 
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Karl Knipe, Masland account executive; Thomas Quinlan, who will have headquarters 


ot the Yonkers, N. Y., mill; Barbora Lewis, color « In 


Oe Oe 


t for ond Walter 


Scanlon, Baltimore. Standing: William Warner, Los Angeles; H. W. Koch, assistant 
on the Masland account; Jane Scriven, publicity director for Masland ot A&C; John 
Devine, account executive for Alexander Smith & Sons; and Victor Seydel, radio and 


TV director of the agency. 


Television Color Not to convert from color transmission Shoe Concern Signs TV Show ‘Park East' Adds Dawson 


Ready for General 
Use, Says Dr. DuMont 


Detroit, Feb. 1—Television color | 
broadcasting has not been per-| 
fected to the point where it is ready | 
to be sold to the public, according | 
to Dr. Allen B. DuMont, president | 
of Allen B. DuMont Laboratgries 
Inc., who addressed members of 
the Adcraft Club here recently. 

“The decision of the Federal 
Communications Commission ap- 
proving the color system of CBS 
certainly is contrary to the general 
opinion of the television industry,” 
Dr. DuMont declared. “Aside from 
considerations of further technical 
improvements, the cost to the own- 
ers of TV sets under the CBS sys- 
tem could almost be called pro- 
hibitive. 


e “Under the field sequential sys- 
tem employed by CBS, the cost to 
set owners would be $200-$250 to 
convert from b&w to color. Even 


Profit Picture in Chicago . 


THE CHICAGO MARKET. Chicagoans 
buy television sets like some 
people buy hot dogs. No wonder! 
Chicago's 3'2 million people have 
almost 7 billion dollars to spend 
every year. Get your share of this 


fabulous market through GOA’s 
potent Chicago panels! General 
Outdoor Advertising Co., 515 S. 
Loomis St., Chicago 7, Illinois. 


®Covers 1400 
leading cities 
and towns 


| ever,” Dr. DuMont asserted 
| was 
|} when prize 


* 


to b&w reception would cost from 
$50 to $75 a set. In other words, set 
owners would pay up to $75 to be 
enabled to receive only b&w just 
as they do at present, simply be- 
cause the program was broadcast 
in color 

“Under the dot sequential sys-| 
tem of RCA, the cost of conversion | 
of sets to color would be about 
$100. The third system considered, 
line sequential color, has been 
ruled out as much too inadequate.” 

Dr. DuMont declared that the 
CBS system approved by FCC pre- 
sented blurred images if too many 
persons or moving objects were in 
the picture. Because of the limita- 
tions of the revolving disc, large 
screen size is prohibited in home 
models, he added. 


@ Dr. DuMont also declared that 
the enthusiasm for television had 
led many smaller communities to 
make application for TV stations 
when the revenue potential could 
not possibly support TV broad- 
casting. He pointed out that 38 
towns in Michigan had made ap- 
plication for TV stations, citing 
West Branch, with a population of 
but 2,000, and Gladstone with 
5,000. Two extreme examples, he 
stated, were applications from two 
Indian reservations in New Mex-| 
ico. He added that allocation of 


| five TV channels in Detroit was | 
| entirely practical. 


The educational field offers spe- | 


cial possibilities in television, he 
| said, as well as being practical as | 


closed circuits for sales meetings 

“The public is not always in 
a mood for cultural uplift, how- 
“This 
graphically demonstrated 
fights were recently 
squeezed out of their usual broad- 
casting period by televising of the 
opening of the Metropolitan Opera 
TV stations were literally swamped 


| with protests. Apparently there is 


some work yet to be done in edu- 
cating the public to educational 
and cultural programs. Essentially, 
the public prefers popular enter- 


| tainment of one phase or another.” 


Wyatt Resigns Grey Post 


John M. Wyatt has resigned as 
radio and television director of 
Grey Advertising Agency, New 
York, to form his own organiza- 


| tion. 


Cahn-Miller Moves Offices 


Cahn-Miller Inc., Baltimore 
agency, has moved its offices to 
510 St. Paul Pl i 


Sam Smith Shoe Corp., New- 
market, N. H., has signed to spon- 
sor “Half-Pint” panel on KECA- 
TV, Los Angeles, for its Little 
Yankee shoes. The program, a 
kinescope, will be beamed Wednes- 
days and Fridays from 5:30 to 5:45 
p.m. Dancer-Fitzgerald-Sample, 
New York, is the agency fo. the 
shoe company. 


Thomas Joins Spink & Son 


Robert Thomas, formerly with 
Sport Magazine, has joined the 
staff of Charles C. Spink & Son, 
St. Louis, and will represent 
Sporting News and Sporting Goods 
Dealer as space salesman. 


FIPS: 


Edward A. Dawson, 
vice-president of Lettercrafterg 
Inc.. New York, has joined the 
sales staff of Park East, “the mage 
azine of New York.” 


formerly 


Appoints Remington Agency 

Hartford Steam Boiler Inspec- 
tion & Insurance Co., Hartford, hag 
appointed William B. Remingtdy 
Inc., Springfield, Mass., to direct 
its advertising 


Dad's Cookies to O’Brien 

Dad's Cookies Ltd., Vancouver, 
B. C., has appointed O’Brien Ade 
vertising, Vancouver, as its agency, 


--——~ 


—— 


———— 
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. . . of all Evening 


Newspapers in the United States in AUTOMOTIVE 
ADVERTISING is the BUFFALO EVENING NEWS 


Sell the News readers 
and you sell the 
WHOLE BUFFALO MARKET 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


WESTERN NEW 


YORK’'S GREAT NEWSPAPER 


KELLY-SMITH CO. 


N. «i & 
pr 


pe a an oar a ae ae a eS ot a Sa Da 5a. i i ie eee ge ay ok kn a 
bie ee Pees se ioe an i es eh eae ee pole. eee eS ‘Cae : Seem . Ty ce eine. 
pe Ae iS mY an ae fy ay ee kere a — a eo ; : — | eee Eh Opa 
: oF fray 
SSeS 
gi 
ee oo ak 
v ge 
ee S| 
| 0 EEE eS ee Pee ee Seal "Pe SRI a yy 
: . , ‘ eae 
he 
; ee 
ov . “ae 
Me’ “BEL 
: 7] " eles 
> ' . pres® © 
“4 » hn y ‘ : ; aS i 
P Fg ¥ Py oe - Fag as » , ~ fares 
_ . SE 9 { Sees 
. 2 pet eee ae a ae ees 
¥ i ee as SS Sj ; tas Me ee 
Se it ats ; = | ae j ee ce R, ; on 
a= fa od —e - 4 ‘ ¥ ‘ \ F Be } a te y 
y ' ‘ a + : ey er | i. pe af man 
a ' 4 a . , = ; . fo aa 
ae. j iss F ae ag 
7. A: go Oe ’ megs @ ot 7? ae 
j 7 , : Ss Pe ee ee 4 , se f 3 , 4, me 
P ly Ny ae a i : te oa 
: = ie: \ 4 a i Ne 4 7 : : - a ae = a iF ea 4 tah a ye z 
‘ e —— gt: eee we ‘ s aS ; ra ma a 
r 1 4 } ia : . ae aes . 8 ty ths a hk ae int We 
ji A Fay i SS  _. MAHL ae ge 
" fae + a mm Be a = a . ek 
4 i » wong gis ane i — a ‘ uh ety 
? 4 aan 4 > i Fa a ) P : ~™ “se 2 5 Res \ 
ci ; gf j he ng ?. Loy. oo . ce er ae 
5 Ae "Me, Ad =, . hn > ‘ 3 A : eee oe 
f \ Ge. ee EX a ) 5 — <= - She nea eae E>, 
a mane : Pee ¥ ph . a i oS 
es ee os , oe 
ae Sl etl oe é a ne ing. 
tes a 
a > ies Se 
en 
eae 
ee ze : . 
. 
Cs eae 
om me} 
ae 
i od me 
| 2. 2 : 
ae 
pe ee | . ; 
| rh Yie 
b Let 
lt ipa gd 
ho 
ea 
| ee 
ae 
' rte 
et 
ia 
ee Eas 
aoe 
a. 
~ pe i 
5 ie 
r. ‘8 
ER 
i” 
——<——<$ —__—_— — — - ———— ne oe 
ne ite 
. a ts 
oo eae 
| «es 
| a , 
Ate 
BAe 
——— aa 
ne nee 
Se ee OE 
oe Ser 
thee Re 
ae 
ae Loe 
cig. 
< , ee, des 
ami eats 
—! “ ae 
| ; . : po he 
* Pet ty 
ih 
. a a . ‘Se 
® ee at 
prt -_ = ee >t 
SS ————  — babe: 
j = : = | Rares. f 
: e -€ 2 om 
1) | ra ; 3 ark 
‘a 5 4 ey al 
. *\ Ae 
} _ CLEAREST PICTURE © 4 wet oO he 
\ 3 IN TELEVISION a, A < ° = reel ¢ 
piety Ya 
ote Le me 
= —_ ~*! “ : es. 
. MS ey 
2 : > =e : ee 
c 2 Pre ee eng . — oe ta 
ae - - reas - a « Ps 7 ee 
| pita SS ~ ae: 
ees: 
ee a, 
“." Bae a, 
eee 
bose 
SS 
Kt 
q mol. ee Reh Se 
esentotives panne 
9 r ee 
\) | be eo 
i eg oe 
ie te és 
ert Sau, +s 
ee 
= Te 2 ee * ies os ead Sar. . 2 Sere . a 08 ie ae fey oe Fi Fad. ears os ees 
cy Tee | a 7 * bn la ae % ee SS gt (See ag pe ae Re A ain 


72 


Joseph Knapp Dies; 
Was Crowell-Collier, 


Alco-Gravure Head 


New York, Jan. 31—Joseph Pal- 
mer Knapp, 86, former chairman 
of the board of Crowell-Collier 


Publishing Co. and chairman of 
Publication Corp., holding com- 
pany of Alco- 
Gravure, News- 


paper Groups Inc 
and United News- 
papers Magazine 
Corp. (publisher 
of This Week 
Magazine), 
last night at his 
home here. 

One of the 
leading publish. 
ers of the coun- 
try, he was a 
legendary figure scarcely known to 
the public, and many of his em- 
ployes had never seen him. For 
many years his only official posi- 
tion was chairman of Publication 
Corp., which owned the shares he 
held in various publishing enter- 
prises. 


Joseph Knopp 


e Born in Brooklyn, he was the 
son of Joseph F. Knapp, owner of 
Knapp & Co., lithographer, and 
founder in 1868 of Metropolitan 
Life Insurance Co, Young Knapp, 
after a year at Columbia, left the 
university to work in his father’s 
printing plant at $5 a week with 
the parental stipulation that $3 of 
his weekly salary was to be do- 
nated to the Methodist Church. 

The young printer decided that 
$2 a week was not enough pocket 
money so he started to sell litho. 
graphy and printing in his spare 
time. One day he visited James B. 
Duke, founder of the American 
Tobacco Co., who was favorably 
impressed with the young man and 
became an important customer of 
the Knapp company. 

Legend says that the late tobac- 


- What Do You Know about 


DOOR-TO-DOOR 
SELLING? 


Door-to-door Selling — better known 
as DIRECT SELLING —is building Recorder from 1891 to 1896. 


giant volume quickly for many manu- 
urers. It may be your answer to 


’ dwindling volume, vanishing profits, | 


soaring costs, and cut-throat competi- 
tion. Direct Selling is fully explained 
in fascinating booklet—mailed FREE. 
Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Dept. A—S?, 28 E. Jackson Bivd., Chicage 4, Ii. 


died | 


co tycoon was impressed by the 
fact that young Knapp called on 
him during the lunch hour (his 
father wouldn't permit him to sell 
during working hours). When the 
tobacco trust had been dissolved, 


the Duke interests were left with! 


control of foreign markets, and 
Knapp’s first sale to Duke was an 
order for cigaret cards, litho- 
graphed with pictures of Chinese 
bandits, to be distributed in Duke's 
cigarets in the Orient. 


@ Sales rapidly increased and this 


resulted in an agreement which | 
enabled the son eventually to buy | 
out the father’s interest in the 
family business. In 1895, Joseph P. 
Knapp founded the American 
Lithographic Co., which he sold 
in 1929. 


In 1906, he bought Crowell Pub- 
lishing Co., which published Farm 
& Fireside, renamed Country Home 
in 1930, and Woman’s Home Com- 
panion, In 1911, the company ac- 
quired American Magazine, and 
in 1919 it purchased control of 
P. F. Collier & Son, which pub- 
lished Collier’s Weekly. 

At Mr. Knapp’s insistence, it 
has been reported, more than 
$15,000,000 was spent on Collier’s 
during the next ten years before it 
became a success. 

Mr. Knapp was interested in 
rotogravure printing from its in- 
troduction. When he sold Amer- 
ican Lithographic to the United 
States Printing & Lithographic 
Corp. he retained the Alco-Gra- 
vure division. As Alco’s head, he 
was largely responsible for the 
development of the Weiss ink foun- 
tain for high speed rotogravure 
work which permits the use of a 
highly volatile quick-drying ink, 
and he also was instrumental in 
the development of the multicolor 
press. 


e This printing development en- 
abled him in 1903 to establish the 
Associated Sunday Magazine, first 
magazine supplement to be pub- 
lished for daily newspapers. In 
1915 he started a similar venture, 
Every Week, Both were dropped 
near the end of World War I. 

His only venture in the daily 
publishing field was in partnership 
with the late James B. Duke when 
they published the New York 


| Mr. Knapp was active in the 
| management of the Metropolitan 
Life Insurance Co. Also, in 1930 he 
organized More Game Birds (now 
Ducks Unlimited) for the conser- 
| vation of wild life. 

Mr. Knapp was 
golfer and a master of dry 


an excellent 
fly 


In order that its corporate title 


HOWARD L. BENN 


Presidens 


DR. WILLIAM MADOW 
Consulting Statistician 


MONROE L. 
MENDELSOHN 
Southwestern Manager 
Chicago 
Detroit 
Atlanta 

Houston 


will include the names of the men 
in charge during the past three years, 


GOULD, BROWN & SUMNEY, INC. 


innounces a change of name to: 


GOULD, GLEISS & BENN, INC. 
Effective February 1, 1951 


No changes in personnel or policy have been 
made and our executive staff remains as follows: 


HENRY O. GLEISS 


Vice President 
OR. CHARLES DEWEY 


Consulting Psychologist 
A. STANLEY 
BERGLUND 
Office Manager 
321 Plymouth Court — Wabash 2-7604 

600 Michigan Bidg. — Woodward 2-7427 
1734 Candler Bidg. — Maine 4673 
1213 Capitol Ave. — Preston 8337 


MARKETING CONSULTANTS * MARKET RESEARCH * SALES ANALYSIS * SALES PLANNING 


DONALD J. GOULD 


Vice President 
ROBERT KOCH 
Southeastern Manager 


ROBERT GRAEF 
Field Manager 


casting. For many years he de- 
voted nine months of the year to 
field sports and extensive travel. 


Emil Brisacher, 54, 
Agency Head, Dies 


San Francisco, Jan. 30—Emil E. 
Brisacher, founder and president 
}of Brisacher, Wheeler & Staff, 
recognized as the largest western- 
owned agency, 
died Jan. 26 in 
Mt. Zion Hospi- | 
tal here. He was | 
54. 

Death resulted 
from 
ease and compli- 
cations of a kid- 
ney ailment. He 
entered the hos- 
pital Jan. 14. 

Mr. Brisacher’s 
first venture into 
the agency field came in 1915, 
with the old Honig Advertising Co. 
in San Francisco. The following 
year he was named manager of 
the advertising agency division of 
the George F. Eberhard Co. 

Mr. Brisacher founded his agen- 
cy—Emil Brisacher, Advertising 
Engineer—in 1919, virtually on a 
shoe string. The first year he 
served as his own salesman, copy 
writer, layout man and secretary, 
and billed $35,000. 


Emil Brisacher 


@ In 1925 the agency opened its 
Los Angeles office, which marked 
its first expansion into the nation- 
al agency field. In 1940, the New 
York office was opened. 

Currently, the agency has three 
offices in New York, Los Angeles 
and San Francisco, and its billings 
exceed $10,000,000 annually. 

Mr. Brisacher was an avid 
traveler. He took part in numerous 
civic activities. He was a Mason 
and Shriner and a member of the 
Concordia Club, Lake Merced 
Golf and Country Club, Union 
League Club, San Francisco Ad-| 
vertising Club and the Common- | 
wealth Club. 


s Mr. Brisacher was recognized as 
one of advertising’s outstanding 
idea men. He successfully pio- 
neered many innovations, includ- 
ing the radio quiz show as a 
selling medium. Merchandising 
as a part of the agency service 
was another Brisacher origination. 
The agency was said to be the first 
to use two-color advertising in 
daily newspapers. 


San Francisco, Feb. 1—Frank- 
lin C. Wheeler has been elected 
president of Brisacher, Wheeler 
& Staff. He succeeds the late Emil 
E. Brisacher who died here Jan. 
26. 

Other officers named at the 
agency’s reorganization meeting 
this week are Walton Purdon, 
executive vice- president; Robert 
Brisacher, vice-president, and 
Mrs. Emil Brisacher, secretary- 
treasurer. 


HENRY W. MARSHALL 
LAFAYFTTE, IND., Feb. 1—Henry 
W. Marshall, 86, publisher of the 
Lafayette Journal & Courier, died 
here yesterday. Mr. Marshall was 
active in Republican politics in 
Indiana for many years. He was 
president of the International 


W. Marshall Jr., 
the evening daily. 


WILLIAM G. SCHOLTS 

Los ANGELEs, Feb. 2—William 
G. Scholts, 66, founder of the 
Scholts Advertising Service here, 
died of a heart attack Jan. 24, fol- 
lowing a year-long illness. 

He was past president of the 
Advertising Club of Los Angeles, 
past president of the Los Angeles 
| Sales Executives Club and one of 
| the founders of the Southern Cali- 


co-publisher of 


heart dis- | 


Livestock Exposition for 17 years. | 
- . 
He is survived by a son, Henry 


fornia Advertising Agencies Assn. 

Born in Huron, S. D., Mr. 
Scholts was prominent in publish- 
ing and advertising circles in Min- 
neapolis prior to his coming to 
southern California. 

Tom D. Scholts, his son, and L. 
G. Myhro will continue direction 
of the firm. Both have been active 
with the organization for many | 

| years. 


|F. KENNETH SCHUSTER 

| Curcaco, Jan. 30—F. Kenneth 
Schuster, 35, advertising manager 
of the Simoniz Co. for the past 
two years, died suddenly here} 
yesterday. He had been hospital- | 
ized for about ten days. 

Prior to his association with | 
Simoniz, Mr. Schuster had been a} 
member of the copy staff of Morris 
F. Swaney Inc. and previously had 
been sales promotion manager of 
Scholl Mfg. Co. here. 


MAYFIELD KAYLOR 

Los ANGELES, Jan. 29—Mayfield 
Kaylor, 47, died Jan. 24 following 
a lingering illness. Prior to his 
illness, he had been radio and 
television director for Walter Mc- 
Creery Inc. 

Mr. Kaylor was general manag- 
er of Smith, Bull & McCreery, 
(later Walter McCreery Inc.) of- 
fices in New York from 1947 
through 1949, later transferring to 
the McCreery office in Beverly 
Hills, Cal. 


HAROLD A. STRETCH 


Campen, N. J., Feb. 2—Harold 
A. Stretch, 60, publisher of the 
Camden Courier-Post and former 
advertising director of the Phila- 
delphia Inquirer, died yesterday in 
Palm Beach, Fla., of a heart at- 
tack. 

Born in New York, he began his 
newspaper career with the old 
| New York Sun. Later he held ex- 
ecutive positions with Hearst 
newspapers in New York and De- 
| troit, and then joined Paul Block 


| Associates, newspaper representa- 
| tive. 
Mr. Stretch was advertising di-| 
| rector of the Philadelphia Inquir- | 
er from 1938 until his purchase of 
the Camden Evening Courier and | 
the Morning Post in 1947. Two 
years later he merged the two} 
newspapers. He was a member of 
the American Newspaper Publish- 
ers Assn. and was a president and 
co-founder of the now defunct 
American Newspaper Advertising 
Network. His two sons, Harold Jr. 
and William Stretch, are officers 
of the Courier-Post. 


Tyson Agency Elects Two 

Irwin W. Tyson, vice-president 
and treasurer, has been elected ex- 
ecutive vice-president of O. S. 
Tyson & Co., New York. He now 
fills a post that was vacant since 
Fay Keyler became agency pres- 
ident in 1949. Thomas Hall, pre- 
viously an account manager, has 
been named a vice-president of the 
agency. 


| he 
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Walter Geist, Head 
of Allis-Chalmers, 
Dies in Milwaukee 

MILWAUKEE, Feb. 1—Walter 
Geist, 56, president of Allis-Chal- 
mers Mfg. Co., died at Columbus 
Hospital here Monday of a heart 
attack. He was a pioneer in con- 
sumer advertising in the industrial 
field. 

Born in Milwaukee, Mr. Geist 
joined Allis-Chalmers as a mes- 
senger boy in 1909. He held the 
posts of draftsman and engineer in 
the milling department before be- 
ing named assistant manager in 
1928. 

When he was 31 he became engi- 
neer in charge of transmission 
and developed the multiple V-belt 
Texrope drive which subsequently 
brought the company more than 
$30,000,000 in direct sales. 

The importance of this develop- 
ment to American industry was 
recognized in 1940 when he was 
awarded the plaque of the “Mod- 
ern Pioneer” by a group of dis- 
tinguished scientists. 


@ In 1933 Mr. Geist was named 
general representative of the ma- 
chinery division, in charge of 53 
districts in America, Europe and 
South America, at which time he 
headed up all dealers,.sales pro- 
motion and advertising. 

Mr. Geist would spend as much 
as 60% of his time on the road, 
contacting Allis-Chalmers custom- 
ers and prospects. In the spring of 
1938, the company embarked on an 
advertising program designed to 
sell the farmer’s wife as well as the 
farmer. The boldness of such a step 
can be pointed up by the fact that, 
at that time, neither the adver- 
tiser nor its agency had any figures 
on how much influence the farm- 
er’s wife had in “business” buying, 
such as tractors. 

In early 1942, Mr. Geist was 
named executive vice-president 
and in May of that year he was 
elected president. An easy-going, 
informal sort of man, he was con- 
vinced of the importance of the 

“human side of business.” 


OLIVER MORTON 


Cuicaco, Feb. 2—Oliver Morton, 
59, central division manager, NBC 
Spot Sales, died here today. He had 
been recovering from a heart ail- 
ment when he suffered a stroke. 

Mr. Morton had been central! di- 
vision manager since 1933. Before 
that he was manager of all West- 
inghouse radio stations. Earlier, 
was manager of KDKA, Pitts- 
burgh. He was head of his own ad- 
vertising agency before entering 
radio. 


Conway Joins Compton 
Ernest J. Conway, who formerly 
headed his own company, Bocon 
Corp., has joined Compton Adver- 
tising, New York, to work on the 
Procter & Gamble Duz account. 
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Soap Industry 


Confident About 
Meeting Demands 


New York, Feb. 1—The soap in- 
austry, which along with a few 
others exerts a tremendous influ- 
ence on the whole merchandising 
field, will probably be called upon 
shortly to use this influence for 
defense production. 

This was the message of William 
H. Harrison, head of Defense Pro- 


Last Minute News Flashes 


Lano-Lustre Color Shampoo Bows in Chicago 

Cuicaco, Feb. 2—Balmoral Co., which has sold a color shampoo to 
the beauty trade for three years, will advertise it to consumers for the 
first time Feb. 4. A 48” co-op ad in the Chicago Tribune will an- 
nounce Lano-Lustre for sale at eight Sears stores in this area. Russ 
Henry Sales, Oak Park, Ill., merchandising counsel for Balmoral, said 
results will determine future ad plans. 


Stahl-Meyer Promotes Ham in Cans in New York 

New York, Feb. 2—Stahl-Meyer Inc. today broke an introductory 
campaign here for its new Ferris hickory-smoked ham in cans, using 
full pages in the Daily News and World-Telegram & Sun. The pro- 
gram, handled by Dowd, Redfield & Johnstone, includes 340- and 
1,000-line insertions in the two newspapers, a full-color page in the Feb. 
18 Journal-American’'s Pictorial Review, and eight TV spots weekly. 


duction Administration, to the 24th | Barx, New Dog Food, Hits Washington in March 


annual convention of the soap and | 


DANVILLE, ILL., Feb. 2—Consolidated Products Co. division of Na- 


glycerine industry, meeting at the tional Dairy Products Corp. will launch a full-scale promotion in 


Hotel Plaza. 


| Washington, D. C., early next month for Barx, a new, dry dog food. 


Neil H. McElroy, president of| The campaign will consist of 1,000-line b&w newspaper ads, color 


Procter & Gamble Co., 
elected president of the Assn. of 


was re-| comics insertions and radio spots. Consolidated conducted test cam- 


paigns for Barx in Peoria, Ill., and Ft. Wayne, Ind., last October (AA, 


American Soap & Glycerine Pro-| Oct. 30). Dancer-Fitzgerald-Sample, Chicago, is the agency. 


ducers. 


2 Mr. Harrison pointed out that 
the big problem for the future is 
expansion, not maintenance, of the 
civilian economy: “There is no 
challenge in the armaments pro- 
gram. One industry is told what is 
needed; it will go ahead and do it.” 
The real challenge is in the expan- 
sion of civilian resources, he de- 
clared. 

In a review of the year, E. W. 
Wilson, vice-president of the asso- 
ciation and of Armour & Co., said 
that sales took a noticeable spurt 
in the second six months of 1950. 
In the first six months, combined 
sales of soaps and detergents 
reached a total of 1.6 billion 
pounds, slightly more than a 5% 
rise over the corresponding period 
in 1949. Some 1.8 billion pounds 
were sold in the second six months, 
an increase of 18% over 1949. 

Glycerine production in 


O-Cedar Starts Extensive Drive for Dri-Glo 


Cuicaco, Feb. 2—O-Cedar Corp. has launched an extensive na- 


| tional campaign for its Dri-Glo silicone-base furniture polish with a 


b&w spread in the Feb. 5 issue of Life. The magazine schedule, running 
through June, includes b&w pages in Family Circle, Good Housekeep- 
ing, Ladies’ Home Journal, Look, McCall’s, Today’s Woman, True 
Story, Woman’s Day and Woman’s Home Companion. Television spots 
in all TV cities will be supplemented by a two-week radio spot pro- 
gram. In non-TV cities, the radio spots will run for 13 weeks. An 11- 
week newspaper drive will include 1,500-, 1,000- and 600-line ads. 
Also on the schedule is the Locally-Edited Gravure Magazine Group. 
Young & Rubicam is O-Cedar’s agency. 


Two More Northam Warren Lines Go to Mathes 


New York, Feb. 2—Northam Warren Corp. has appointed J. M. 
Mathes Inc. to handle domestic advertising and merchandising of its 
Cutex and Peggy Sage lines of nail polish and accessories. Mathes has 
been the agency for the company’s Odorono since September, ‘49. 
Abbott Kimball Co. formerly serviced the other two lines. 


LeBlanc Seeks:750-Station Network for Doll 
LaFayette, La., Feb. 2—State Senator Dudley J. LeBlanc of Hadacoi 
fame, who recently purchased controlling interest in the Scribbles 


1950| doll, is negotiating for a 750-station radio program to promote the 


reached an alltime record of more | product. “Scribbles” is a doll with a plastic face on which features 


than 220,000,000 pounds, 39% of 
all polyalcohol production, which 


also set a record of 880,000,000 
pounds. 
e E. Scott Pattison, executive 


vice-president of G. M. Basford 
Co., agency for the glycerine divi- 
sion of the association, reported 
that, despite the excess demand 
for glycerine over a record supply, 
the advertising and promotion pro- 
gram was being continued for the 
long-range values of product un- 
derstanding. 

Such a program is important, he 
said, to maintain the recognition 
that makes glycerine such a widely 
used material. In view of the 
Korean situation, current adver- 
tising features the importance of 
glycerine to defense, he said. 

Last year, one of the funda- 
mental jobs was preparation and 
distribution of a series of booklets, 
titled “Why Glycerine?,” of which 
16,900 were distributed. 

Since impulse buying of glycer- 
ine does not exist, as a rule, and 
the buying group in this field is 
ever-changing, the association 
should continue its long-range 
promotion, Mr. Pattison said. “An 
effort to maintain product under- 
standing and identity, as a rule, 
is far less costly than a latter-day 
effort to win back and re-educate 
a market. Actually, it is impossible 
to turn product preference on like 
a tap some morning when the bus- 
iness is needed, regardless of ad- 
vertising expense,” he declared. 


a “We are being guided by the 


can be drawn and erased. Scribbles marks the senator's entry into the 
toy field, AA was told, and for the present will have nothing to do 
with Hadacol. Majestic Advertising Agency, Houston, will handle the 
promotion. 


Manheimer Group to Control Macfadden 

New York, Feb. 2—Irving Manheimer, president of Publishers Dis- 
tributing Corp., a major independent magazine distributor, today con- 
firmed to ADVERTISING AGE that he will take an important role in 
the management of Macfadden Publications as representative of a 
group of stockholders which has acquired working control of the 
company. His group plans an intensive survey of operations “to deter- 
mine what should be done to insure the future of the company.” No 
changes in management or personnel are presently contemplated, he 
said. 


Paper Restriction Coming: Other Late News 

e The first paper restriction order to come out of the defense program 
is expected early next week when National Production Authority is 
scheduled to require paper mills to reserve part of their output for 
government use. It will probably involve 5% of domestic newsprint 
output and 10% of most other papers. 


e F. M. Carroll has resigned as president of Fulton, Morrissey Co., 
Chicago, to become vice-president of J. R. Pershall Co., Chicago. Two 
accounts expected to accompany Mr. Carroll: Kalamazoo Stove & 
Furnace Co. and Kawneer Co. 


e@ White Sewing Machine Corp. has appointed the New York and 
Cleveland offices cf Batten, Barton, Durstine & Osborn to handle 
advertising for the White sewing machine, effective July 1. Fuller & 
Smith & Ross, now carrying the account, will continue as agency for 
the Domestic Sewing Machine Co., a White subsidiary. 


eDorland Inc., New York, will soon start a test newspaper and radio 
campaign for Metropolis Brewery of New Jersey Inc. on Champale, a 


| sparkling malt liquor. National distribution is now being obtained. 


advertising committee to keep our | 


program highly flexible, should 


the world situation take another | 


sudden change one way or the 
other. But no one has proposed, 
war or no war, that we leave the 
field to the tender mercies of our 
expanding competitors.” 
Discussing soap sales and adver- 
tising trends, P. J. Stomberg, 
vice-president, A. C. Nielsen Co., 
told the association, “Although the 


e Philip Morris & Co., New York, will return “Philip Morris Play- 
house,” last heard on CBS in mid-1949, to the air, starting March 15 
at 10 p.m., EST, over CBS. Biow Co. is the agency. The cigaret com- 
pany will be competing with itself on TV; “Truth or Consequences” is 
carried on CBS-TV at the same time. 


e As AA went to press, Chicago television broadcasters and Television 
Authority were hopeful of reaching an agreement on a contract cov- 
ering local TV wage scales and working conditions by Feb. 4. Talent 
costs probably will be set at about 50% to 60% of the network TV pay 
scale (AA, Nov. 27). 


expansion of advertising has been 
substantial, it is well below the 
increase in dollar sales, 87% 
versus 121% (both compared with 


sales were up 5%.” 

Mr. Stomberg justified soap 
price increases by pointing out 
that in terms of 1940 no type of 
1940 figures). Advertising expend- | soap rose higher than 49%, while 
itures were 1% below 1949 while | food prices generally are up 117% 
dollar sales were up 2%. Tonnage | and the cost of living 75%. 


~~ 
— 


OS 
WELCOME BACK—Publisher Henry R. 
Luce greets Paul G. Hoffman, president of 
| the Ford Foundation, on his reelection os 
| @ member of the board, Time Inc. Mr. 
Hoffman was elected a director in 1948 | 
but resigned when he was appointed 
administrator of the Economic Coopera 
tion Administration. 


NABFormally 
Embraces TV: Three 
Boards Planned 


(Continued from Page 1) 
months. 

Structural changes in NAB will 
be submitted to the membership 
within the next two weeks. Board 
members believe the results of the | 
membership vote will be known | 
within a month. 

Changes were drafted by a by- 
laws committee under Frank U. 
Fletcher, WARL, Arlington, Va. 
TV broadcasters were represented 
by a steering committee headed by 
Eugene S. Thomas, WOR-TV, New 
York. 


Dana Jones Agency 
Failure Tightens 
Los Angeles Credit 


Los ANGELES, Feb. 1—Advertis- 
ing agency credit has been getting 
an increasingly close scrutiny in 
southern California in recent 
months. Most media are tightening 
up. Printers, photoengravers and 
other suppliers are particularly 
Strict in checking credit and ap- 
plying the reins when payment 
lags. 

Most of this is due to the bomb- 
shell effect of the bankruptcy last | 
November of the Dana Jones Co., 
Los Angeles agency. The agency, 
a member of American Assn. of 
Advertising Agencies, had some of 
the area’s top accounts, including 
Helms Bakeries, Bullocks depart- 
ment stores, Studebaker Dealers 
and State Mutual Building & Loan. 

It is believed to be the first 
Four A’s agency to go through the 
wringer in 30 years. Liabilities 
were listed as totaling $180,807; 
assets totaled $48,542. In the trade, 
it is estimated that after preferred 
claims, such as taxes and labor, 
there will be little or nothing left 
for media or supplier creditors. 


Inaccurate Title Given 


Sol I. Katz, who has been ap- 
pointed midwestern sales man- 
ager for Simon Adhesive Products 
Corp., was erroneously identified 
as assistant to the president of Chi- 
cago Show Printing Co., the latter 
company points out (AA, Jan. 29); 
rather, he was a member of the 
production department, printing 
division, of Chicago Show Print- 
ing. 


} 


| “Blue 


B&B Appoints Three | 

Benton & Bowles, New York, 
has promoted Alfred A. Whittaker 
to director of research. John | 
| Churchill, former supervisor of 
Procter & Gamble media for the 
| agency, is now in charge of mar- 
ket and media research. Eleanor 
| Corrigan, formerly with the Co- 
lumbia Broadcasting System, has 
joined the publicity department. 


Appoints Palm & Patterson 

Bendix-Westinghouse Automo- 
tive Air Brake Co., Elyria, O., has 
appointed Palm & Patterson, Cleve. 
land, to conduct a technical edito- 
rial and publicity program in in- 
dustrial and transportation fields 
for its air brakes. 
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FCC Tells Plan 
for Conference 
on TV Programs. 


Wasnincton, Feb. 1—Television 
broadcasters will be called before 
the Federal Communications Com- 
mission in the near future to dis- 
cuss programming problems “from 
the standpoint of the industry, the 
commission and the public.” 

The plan for the TV meeting was 
announced by the commission in a 
carefully worded statement today. 
Shortly afterward, the commission 
revealed that it is investigating the 
legality of the Functional Music 
broadcasts offered by a number of 
FM stations 

The commission's notice of the 
forthcoming conference with TV 
broadcasters was even more mys- 
terious because of the apparent 
pains with which it was written 
In all, it consisted of only three 
paragraphs. The first stated that 
licenses of 44 stations had been 
renewed for a one-year period. 


@ The second reads: 

“At the same time, the commis- 
sion announced that a public con- 
ference will be scheduled at a date 
to be announced later for the dis- 
cussion of television broadcasting 
problems from the viewpoint of 
the public, the commission and the 
industry. A detailed agenda for 
that conference will be announced 
later and will relate generally to 
the role of television in serving the 
needs and interests of the public.” 

The third paragraph said that 
Chairman Wayne Coy, who is on 
a six-week vacation, did not par- 
ticipate and that Commissioner 
Robert Jones dissented from the 
idea of calling a conference. 

The conference idea on pro- 
gramming represents a complete — 
break from the past. When FCC 
was concerned with programming 
of AM stations, it prepared its 
Book" without consulting 
the industry. 


@ The proposed TV conference is 
apparently the result of problems 
that came up in reviewing renew- 
al applications from the 44 sta- 
tions mentioned in the commis- 
sion’s announcement. 

Presumably the commission's 
analysis of TV programming 
raised questions about the .ype of 
material being presented. Accord- 
ing to this analysis, TV broadcast- 
ers attending the conference 
would, in effect, be writing their 
own “Blue Book.” 

The commission also asked FM 
broadcasters why Functional Mu- 
sic should not be considered a 
“point-to-point” service, and 
therefore a forbidden activity for 
broadcasters. 


Philip Morris Sponsors 
“Modern Romances’ on ABC 


Philip Morris & Co., New York, 
is sponsoring “Modern Romances,” 
Mondays through Fridays, at 10 
a.m., CST, over 252 stations of the 
American Broadcasting Co. net- 
work, starting Feb. 5. The 15-min- 
ute show presents stories of true- 
to-life romances, with the story 
development compartmented into 
two and three-day broadcast nar- 
rations. Cecil & Presbrey, New 
York, is the Philip Morris agency. 


| To Batz-Hodgson-Neuwoehner 


St. Louis Southwestern Railway 
Lines, St. Louis, has appointed 
Batz-Hodgson-Neuwoehner Adver- 
tising Agency, St. Louis, to handle 
its advertising. The account form- 
erly was placed direct. 


Pavelle Names Weintraub 

Louis Weintraub, formerly with 
Keystone Pictures, has been ap- 
pointed commercial and industrial 
representative for Pavelle Labor- 
atories Inc., New York. 
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Regional Brewer Picks 
‘Good Local Agency’ 


Changed Drinking Habits 
” Also a Factor in Choice 
of Agency by Hensler 


Newark, Feb. 1—How a small 
brewer selected a new advertis- 
ing agency and made plans 


to revamp its ad- 
vertising to meet 
increasingly rug- 
competition 
change in 
beer drinking 
trends was told to 
AA today by Don 
Stedfeld, general 


ea 
ind a 


sales and adver- 
tising manager of 
Joseph Hensler 


Don Stedfeld 


Co. 
which 
State, 


Brewing 
Hensler, 
in only one 


markets beer 
has been in busi- 
here since 1860 

Effective today, Lewin, Williams | 
& Saylor takes over the Hensler 
account from Chas. Dallas Reach 
Co, (AA, Jan. 29). The reason for 
the change, Mr. Stedfeld said, was 
because the Reach agency decided | 
to take on “conflicting accounts” 
and felt it should resign the Hens- 
ler account. | 

“The selection of a new agency,” | 
he said, “presented a number of| 
problems. One, which we believe 
asset In some ways, IS our 
limited distribution area, which is 
confined strictly to northern New 
Jersey, between Newark and 
Trenton. We are in the middle of 
what probably is the most highly 
competitive beer market in the 
United States. We are surrounded 
by a number of the giants of the 
industry with advertising and sales 
promotion budgets that run into 
millions, and who regard our area 
as part of their New York sales | 
territory. i 


ness 


is an 


e “Another problem 
us is that television is changing | 
the drinking habits of a large} 
number of beer consumers. Our 
business is 55% packaged beer and 
45% draught. In the New York 
metropolitan area the ratio is 60% 
packaged beer and 40% draught. 
Nationally it averages 72% pack- 
aged and 28% draught. Since TV 
became popular the trend has been | 
toward more packaged beer. TV} 
is changing people's drinking hab- 
its and, frankly, we have to get | 
more package business 

“As we are strictly New Jersey 
in operation and thinking, we felt 
that if we could find the right 
agency here it would give us the 
advantage of nearness in contact 
work, and the agency would have 
a more intimate knowledge of our 
and of the area 


confronting | 


business 


se “While we were still formula- 
ting our thinking, news of the 
change leaked out and we were 


bombarded from all directions 
with solicitations by agencies of 
all sizes. When nearly 50 agencies 
informed their desire ‘to 
make their pitch’ we were forced 
to change our plans 
“Bear in mind,” 
pointed out, “our 
budget is $200,000. 
“Time limitations prevented us 
from expioring the desirability of 


us of 


Mr. Stedfeld 
advertising 


all the agencies that wanted to 
make presentations. We had to 
eliminate. The very large—and 


there were several—we passed up 
for obvious reasons. The very 
small ones were eliminated 
because most of them lacked fa- 
cilities or experience. Several 
agencies that we were interested 
in did not approach us initially.” 
After preliminary informal dis- 
cussions with several New Jersey 
agencies, Mr. Stedfeld held similar 
discussions with several New York 


also 


agencies. He devoted about five 
weeks to preliminary discussions, 
outlining his thinking and at- 
tempting to learn that of the agen- 
cies’ principals. He regrets that 
he was able to interview only a 
little more than half of those which 
volunteered their services. 


@ When the preliminary discus- 
sions had been completed, three 
agencies were asked to make for- 
mal presentations. Following this, 
Mr. Stedfeld visited the offices of 
the agencies and met the copy 
chiefs, art directors, research men 
and media heads, and formed his 
opinion of them. 

“It was very difficult to make a 
final decision,” he said. “All three 
of the agencies seemed to be well 
staffed, well managed and had 
good records of accomplishment 
with packaged goods advertising 

“We finally cast our lot with 
Lewin, Williams & Saylor, which 


had started in Newark and which | 
| later 


branched out to New York 
[The agency's Newark office we 
found to be completely staffed 
At the same time it can use facil- 
ities that are available only in 
New York. 


e “The initial move for revamping 
our advertising,” Mr. Stedfeld 
said, “will be a market survey. The 
agency already has started on this, 
using its own field staff. We hope 
that this will be completed within 
the next two to three weeks. 

“Specific suggestions will then 
be made by the agency’s plans 
board based on the survev. When 
these have been decidec ve will 
go ahead with a new advertising 
program. 

“Our first campaign will be con- 
centrated on bock beer, which 
will open March 12. Our adver- 
tising budget may be increased, 
if circumstances warrant. We will 
continue to use newspapers and 
outdoor as we always have, but 
we are exploring the possibility 
of taking on radio and TV, if we 
can channel it into our limited 
market area_ satisfactorily. 
present idea is to use spots and 
sports news.” 


@ Speaking of the advantages 
that a small brewer has in a local 
market area, Mr. Stedfeld said 
that Hensler, for example, brews 
beer to suit the taste of New Jer- | 
sey consumers only. The big na-| 
tional brewers, he said, have 


tastes. 

tastes vary,” he 
“The taste preference in New 
Jersey is for a slightly sweeter 
beer than New Yorkers prefer. In 
Pennsylvania the preference is for 
a sweet beer; in Ohio they call 
for a heavy body brew.” 

The brewmaster at Hensler’ 
with 44 years of practical exper- 
ience, is James Hensler, grandson 
of the founder, and the oldest ac- 
tive continuous dues-paying brew- 
master in the greater metropolitan 
and New Jersey areas. 

Mr. Stedfeld emphasizes that 
Hensler has no intention of trying 
to emulate the big brewers. 

“Our problems are different,” 
he said, “and our chief problem is 
to advertise and promote our prod- 
uct differently. We have to make 
more effective and intensive use 
of our advertising budget within 
our own market area.” 


average 
“But 


e Mr. Stedfeld has been sales and 
advertising manager of Hensler 
Brewing for the past eight years. 
Previously, he was sales manager 
of C. Feigenspan Brewing Co. be- 
fore that company was absorbed 
by P. Ballantine & Sons. Mr. Sted- 


feld is convinced that one of the, 


to| 
average up their brews to satisfy) 


. P | 
insists. | 


* .| “BAB, 
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Reading” 


Pederebed & the letereets A Awerice . ARON Borvcomes ty THE MI WANE JOBEMAL 


ALL-‘STUDY WINNERS—The wartime ad, dealing with veterans’ 
rehabilitation problems, is the all-study winner among men in 
138-Study Summary of the Continuing Study of Newspaper 
(AA, Jan. 29). It was placed in the Dec. 2, 1943, issue 


So Extra Rich in Flavor, You Are Urged to 


TRY USING 4 LESS COFFEE PER CuP 


than with the lesser Flavored brands 
THERE'S A MOUNTAIN OF FLAVOR IN EVERY SPOONFUL 


ft lodays the Day to 
Use Your Folger Coupon! 


IT 1S WORTH 20¢ 


TOWARDS THE PURCHASE OF 
ONE POUND OF FOLGER’S COFFEE 


to west oon Faignrs—and wis o test’ Baiger Compas ond tas been putting entre tagpiaee tte cette cups for wnt 
pwnd of owe 


Oy fer 
THE LARGEST SELLING 
COFFEE 


SSteSeedntgnets 


of the Cincinnati Times-Star by the Milwaukee Journal. The Folger 
ad, in red and black, which appeared in the Houston Post Feb. 
16, 1949, scored top spot as women’s all-study national leader 
with a readership score of 73% 


major reasons for small brewers 
losing out in recent years is that 
many neglected their local markets 
and tried to expand nationally. 
“Hensler did just the opposite,” 


he said. “We pulled in, constricted 
our market area and intensified 
our sales efforts in the area we 


knew and where we were estab- 
lished. It has paid off. But above 
everything else, we brew a beer 
that never varies in quality.” 


Our | 


BAB Disputes BofA 
Claims on Effect of 
Newspaper Strike 

New York, Feb. 1 — Broadcast 
Advertising Bureau and the Bu- 
reau of Advertising, ANPA, are 
at it again. This week BAB re- 


leased a 20-page booklet disputing 
| BofA’s version of what happened 
Pittsburgh when the city was 
| without newspapers. 

Prepared by BAB Director Hugh 
M. P. Higgins, the booklet is a re- 
buttal to information published 
}recently in full-page newspaper 
ads (AA, Dec. 18). That advertise- 
|ment, prepared by Bureau of 
| Advertising, claimed that “busi- 
| ness, big and small, took a beat- 
jing” during the 47-day paper 
strike last fall. 

The BAB pamphlet declares: 

representing the thus- 
slighted medium of radio, doesn't 
| question the importance of news- 
papers to any city and its people. 
Nor has radio raised happy cries 
over the strike problems of news- 
papers in Pittsburgh and other 
cities. But BAB — together with 
all radio — does take exception 
to the many misleading statements 
that pepper this entire advertise- 
ment. Any respect for the intel- 
ligence of public and advertisers 
alike demands honest presentation 
of the true facts.” 


s Points on which BAB registered 
strongest disagreement with copy 


in the newspaper ads: 

1. That department store sales 
“nosedived.” BAB pointed out 
that department store sales na- 


tionally declined during the period 
covered and that Pittsburgh stores, 
which used radio to an appreciable 
extent, kept their sales moving 


Gas Assn. Committee Okays $1,700,000 
Advertising and Research Budget for 1951 


New York, Feb. 1—The Amer- 
ican Gas Assn. this year will 
spend $1,014,000 on a promotional 
and advertising program and $657,- 
000 on general research. 

A total of $825,000 of the pro- 
motional and ad budget has been 
earmarked for national, industrial 
and commercial advertising by the 
association's promotion, advertising 
and research committee. 

An additional $189,000 will be 
spent for promotional activities. 
The association also has a number 


of projects that are self-liquidat- 
ing, such the production of 
saleable material. This year, such 
material is expected to total $155,- 
000. 


as 


National advertising lugging 
& plugging 
domestic gas ranges, gas refriger- 


ators, gas water heaters and gas 
clothes dryers will get the major 
portion of the ad budget—about 
$660,000. Architectural and build- 
ing publications, and business, 
trade and college publications also 
will be used. 


during the strike. 

2. That box office receipts were 
off at sporting events and enter- 
tainment establishments. BAB said 
Pittsburgh Steelers football games, 
advertised by radio, were sellouts 
and business at bars and night- 
clubs was up slightly over the 
month preceding the strike. 

3. That employment dropped. 
BAB quoted University of Pitts- 
burgh’s Bureau of Business Re- 
search, which reported payrolls in 
the area up 3% 


Drake Sells Paper Interest 

Lee D. Drake, former business 
manager of the East Oregonian, 
Pendleton, Ore., has sold his third 
interest in the daily, for more than 
$100,000, to the new manager and 
his wife, J. W. Forrester Jr. and 
Mrs. Forrester, and to Mrs. J. M. 
Bedford Jr. 


Viz-Zan-De to Levine Inc. 

Viz-Zan-De lipstick, now sold 
in 44 foreign countries, is being 
promoted for the first time in the 
United States through Mervin & 
Jesse Levine Inc., New York. Small 
space in the New York Times, The 
New Yorker and Park East is be- 
ing used for the present. 


Muehlebach Names Moncure 


Geo. Muehlebach Brewing Co., 
Kansas City, Mo. has named 
Adam Moncure advertising man- 
ager. 


Arnold Names Glickman V. P. 


Harold Glickman, account exec- 
utive of Arnold & Co., Boston, has 
been appointed a vice-president of 
the agency. 


Opens Venezuela Company 
Home Products International 
Ltd., a subsidiary of American 
Home Products Corp., New York, 
has formed a Venezuelan company 
to import, distribute and sell the 
food and packaged drug lines 
which the company markets in 
foreign countries. The name of the 
new company, which will be 
located in the San Martin section 
of Caracas, is Laboratorios Kolana, 
C.A. The company’s leading prod- 
ucts in Venezuela 


are Kolynos 
dental cream, Clapp’s baby foods, 
Chef Boy-ar-dee, Duff’s mixes, 


Burnett's flavoring extracts, Black 
Flag insecticides, 3-In-One oil and 
waxes and Autobrite. 


Smith Leaves Adclub 


Millicent Smith has resigned as 
secretary of the Oregon Advertis- 
ing Club to devote full time to her 
direct mail and public stenographic 
service in Portland. Elaine Rennie 
has been named secretary of the 
adclub, which has moved its head- 
quarters to 318 Times Bldg., Port- 
land. 


Buck Switches to Dell 


Thomas F. Buck, formerly na- 
tional classified advertising man- 
ager of Esquire, has joined the 
advertising sales staff of the Dell 
Publishing Co., New York. He will 
concentrate on sales for Modern 
Screen 


Names H-R Representatives 

H-R Representatives has been 
appointed national representative 
for KMMJ, Grand Island, Neb., 
effective March 1. The station 
operates on 1,000 watts and is sold 
in combination with KXXX, Colby, 
Kan. 
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Along the Media Path 


e@ Station KTLA, Los Angeles, 
garnered four awards from the 
Academy of Television Arts and 
Sciences, Hollywood, at the acad- 
emy’s recent dinner. The station 
was cited for its contributions in 
the station achievement, children’s 
program, public service, news and 
special events classifications. 

Station KTSL received the top 
award for a cultural show; ABC's 
“Pulitzer Prize Playhouse” won 
the drama citation; Station KFI- 
TV's “TV University” show took 
honors in the educational class; 
CBS's “Truth or Consequences” 
won the audience participation 
award and its “Alan Young Show” 
headed the variety list. 

Station KNBH’s professional 
football telecasts rated sports hon- 
ors; CBS actor Alan Young and 
actress Gertrude Berg received 
awards for best acting; NBC's} 
Groucho Marx rated the title of 
“outstanding personality” and the 
NBC engineering department was 
cited for its work on developing 
the Orthogram simplifier. 
| 
@ More than 1,000 of the 1,612 J.| 
C. Penney stores will participate 
in a promotion built around articles 
on dress fabrics and on home dec- | 
orating fabrics in the February is- | 
sue of Country Gentleman’s wo-| 
men’s section. Window and inter- 
ior displays will feature specially 
made-up dress models. About 
271,000 pieces of promotion mate- 
rial will be used. 


e “What Happened When the 
Washington Post Nudged the 
Courts?” is the title of the news- 
paper’s latest folder describing the 
Post’s role in carrying “idea” edi- 
torial and advertising material. 


e Latest research study in the 
National Retail Dry Goods Assn.’s 
“Stores Reports to Management 
Series” is a 12-page reprint of an 
article in the January issue on 
the piece goods department. Copies 
are available from Stores at 20¢ 
each. 


e@ The February, 1951, issue of 
Boys’ Life carries 44% more linage 
than the February issue last year 
The magazine also has issued its 
1950 circulation data book, which 
includes breakdowns of circula- 
tion by states, counties, cities and 
population groups. 


e Newsstand sales of True from 
January to June, 1950, averaged 
1,262,405. Newsstand dollar reve- 
nue per issue averaged $315,601. 


e@ Esquire’s ad linage in the last 
six months of 1950 was up 10.7% 
over linage in the same month of 
1949. The December issue hit an 
all-time circulation high of 869,- 


, 000. 


e A citation for outstanding work 


in producing a news show for 
schoo] children was awarded to 
ithe San Francisco Examiner by 
the School Broadcast Conference, 
held in Chicago. The award hon- 
ored the Examiner's “Schoolcast” 


show, a recognized part of the cur- 
riculum in more than 200 Cali- 
fornia schools. 


e@ Practical Builder “Oscars” for 
the best merchandising program 
selling homes in 1950 went to three 
winners at the annual convention- 
exposition of the National Assn 
of Home Builders in Chicago last 
month. The “Oscars” wil] be 
awarded annually to builders by| 
the publication. 


| ACCEPTANCE SPEAKER—Adm. Walter A. Buck, vice-president 
| and general manager of the RCA Victor division, amuses the 
guests in his speech at o dinner at the Blackstone Hotel, Chicago, 
ine’s award to his com- 
pany for its fair employment practices. At the head table (left 
to right) are L. E. Swanson, RCA Victor, Detroit; W. O. Walker, 


e@ Town & Country’s February is- 
sue carries 87 pages of advertising, 
up 74% from the 50 pages carried 
in February a year ago. 


e@ Five editors and officials of In- 
dustry & Power traveled 25,396 
miles to gather information for a 
specia] 48-page editorial report on 
plant engineering group activities 
of American Cyanamid Corp. The 
report appears in the January is- 
sue of the publication, accompanied 
by charts and diagrams in func- 
tional color. 


e@ The “Day-Glo Herald,” monthly 
external house publication of Swit- 
zer Brothers, Cleveland manufac- 
turer of Day-Glo fluorescent colors, 
recently published a “British edi- 
tion,” composed largely of quota- 
tions from British newspapers 
which commented on the use of 
the new colors in Britain. 


@ Data on the appliance, radio 
and television industry, which ap- 
peared in the January, 1951, issue 
of Electrical Merchandising, now 
are available in reprint form. 


e Information on the 5,000,000 
Jewish consumers in the U.S. and 
the Yiddish and Anglo-Jewish 
newspapers serving the market has 
been issued by the Joseph Jacobs 
Organization, New York. 


e Ladies’ Home Journal has col- 
lected and reprinted a series of 
merchandising articles written for 
grocers and originally printed in 
Food Trade News, Philadelphia 
regional food publication. 


e “Home Edition,” the Philadel- 
phia Inquirer’s year-old employe 
publication, has been changed 
from the more conventional 
8x10” size to a pocket-size, 5x7” 
magazine. First issue in the new 
format appeared in January. 


during which he ived Ebony 9 


i 


Corp.; Willord T 


= Yee aS ae 
editor, Cleveland Call Post; John H. Johnson, publisher of Ebony 
Adm. Buck; Jomes M. Toney, public relations director of RCA 
Victor; Dowdal Davis, president of the Negro Newspaper Pub- 
lishers Assn.; Walter Norton, president of RCA Victor Distributing 


| president, United Trans- 


d * 
Gd, inter 


port Workers, ClO; and Horold Renholm, RCA Victor. 


Baltimore News-Post and Ameri- 
can conducted the test. 


e@ Post Exchange has launched a 
new market information newslet- 
ter, which is available monthly, 
without charge, to sales managers. 


e@ The annual Orphans’ Christmas 
Fund promotion, sponsored by Sta- 
tion CKNW, New Westminster, B. 
C., iast year attracted a record 
$10,000 in donations. Funds are 
used to purchase presents for or- 
phans in 18 British Columbia in- 
stitutions. 


e The Spokane Spokesman-Re- 
view on Jan. 21 issued its annual 
progress edition covering develop- 
ments in power, irrigation, agri-| 
culture, lumber, and mining in 
the past year. The issue included | 
six special tabloid sections totaling 
114 pages. 


e An elaborate, 26-page brochure 
on the New York Mirror's youth 
program has been published by 
the paper. Activities covered range 
from an annual youth forum, 
through various sports, to music 
and Junior Achievement. 


United Television Programs 
Opens Chicago Film Depot 
United Television Programs Inc., 
Los Angeles, has set up a film 
depot in Chicago, where its films 
will be cleaned, screened and re- 
shipped to all parts of the country. 
Need for such processing was ex- 
ressed by operators in a survey 
conducted by the company during 
the National Assn. of Broadcasters’ 
meeting in Chicago, Jan. 18-19. 
Also mentioned in the survey 
was the need for half-hour dramat- 
ic film programs, against which 


@ Public Works Magazine's April 
issue will be designed as a practical | 
handbook on civil defense plans 
and strategy. | 
e@ Gold, silver and bronze busts of | 
Benjamin Franklin will be! 
awarded by The Saturday Evening | 
Post to stores with the most suc-| 
cessful retail promotions tied in| 
with the Post in the first six} 
months of 1951. 


e A six-month cookbook sales test, 
without coupons or other special | 
incentives, resulted in the sale of 
more than 1,200,000 cookbooks and 
25,000 binders in Baltimore. The 


SHOPPING NEWS 


| Leaves Chicago Stagebill 


feature pictures were rated sec- 
ond, the objection being that 
features require an hour screening 
time which is difficult to clear 
during desirable viewing hours, 
and they are often too expensive 
for local sponsors. 


Names Feeger Sales Manager 

Fort Wayne Transit Inc., Fort 
Wayne, Ind., has named Charles 
A. Feeger, with the company since 
last September, as sales manager 
of its transportation advertising 
department. Mr. Feeger will super- 
vise the handling and be responsi- 
ble for the sales of all car card 
space in Fort Wayne transit 
vehicles. A new transportation 
data file for Fort Wayne is avail- 
able on request from the company 
at 200 E. Jefferson St. 


| James W. Egan Jr. has resigned | 


as chairman of the board of di-| 
rectors of Chicago Stagebill Inc. 
F. Robert Fieberg has been elected 
president and will be the princi- 
pal executive officer of the corp- 
oration. Laura W. Fieberg has been 
named vice-president. 


Resigns Daystrom Account 

N. W. Ayer & Son, Philadelphia, 
has resigned as advertising agency 
for Daystrom Corp., Olean, N. Y., 
manufacturer of metal furniture, 
effective May 1. 


Illinois Legislators Move to Upset NCAA 
Ban on Live Telecasts of Sports Events 


Cuicaco, Jan. 31—The National 
Collegiate Athletic Assn.’s ban on 
telecasts of college athletic events 
is running into some stiff opposi- 
tion. 

Illinois legislators, miffed at the 
NCAA's one-year embargo on live 
television, are preparing to intro- 
duce—or already have introduced 
—several bills designed to force 
tax-supported institutions to sell 
TV rights to football and basket- 
ball games to the highest bidder. 


‘ago) has introduced a bill which 


| would, in effect, require tax-sup- 


ported institutions to advertise for 


| bids in May, in a newspaper pub- 


lished where an institution is !o- 
cated. Sealed bids would be re- 


ceived until Aug. 1, under his plan, | 


Similar legislation has been pro- 
posed by legislators in such states 
as California, Minnesota, Michi- 
gan and Washington and probably 
will appear in a number of other 
states. Despite the fact that the 
NCAA adopted its ruling with an 
overwhelming majority voting in 
favor, legislation—backed by tele- 
casters—appears to have a good 
chance of upsetting the ban, as far 


as tax-supported institutions are 


| concerned. 
State Sen. Peter Miller (R., Chi-| 


| 


Sets Statistics Show 

Exhibitions and demonstrations 
of new statistical techniques and 
equipment will highlight the an- 
nual statistics show of the City 
College School of Business and 
Civic Administration, to be held 
Feb. 17. Sponsored by the New 


at which time they would be! York Metropolitan chapter of the 


opened and contracts then would! 


be awarded for TV rights to con- 
tests held in the state for a year 


s The proposa! would cover bas- 
ketball games—especially the an- 
nual state tournaments—as well 
as football contests and other sports 
events. 

Another bill, introduced by Rep 
Richard Stengel (D., Rock Island), 
would outlaw theater telecasts of 
state-supported institutions’ ath- 
letic events, unless the public also 
has the privilege of seeing the 
game, presumably via commercial 
video stations. 


|include 


American Statistical Assn., admis- 
sion will be free. Exhibitors will 
publishers, advertising 
agencies, government bureaus, 
industrial organizations, trade as- 
sociations, business machine manu- 


facturers, insurance companies and | 


colleges. 


Two Join Henri, Hurst 


Henri, Hurst & McDonald, Chi- 7 


cago, 
vision staff. They are: Lee Randon, 
formerly with Ruthrauff & Ryan, 
as a radio-TV writer and producer, 


has added two to its tele- 7 


and David B. Rogers, formerly with ~ 


RCA Recorded Program Services, ; 
as assistant to Scott Keck, director 7 


of the radio-TV department. 


COLOR PROCESS « 


TELEPHONE: 


HA ymarket 


produces better quolity elec- 
trotypes and nickeltypes so 
essential for quality printing. 


BUYERS KNOW... PONTIAC 


uses the proper molding medium employ- 
ing vinylite, tenalite, tenaplate or lead 
according to the requirements of the job. 


YOU SHOULD KNOW... 


the basic engraving, composition and 
lockup standards for obtaining the best 
duplicate printing plates. 


_ OR WRITE US... 


for the booklet “Basic Requirements for 
Electrotypes”. 


UNIFIED SERVICES arr. pHotocrapny « TYPOGRAPHY 


PHOTOENGRAVING «+ ELECTROTYPING 


ENGRAVING & 
ELECTROTYPE CO. 
812 West Van Buren Street 


° Chicago 7, Illinois 
1-1000 
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The Big Boss said: 


...» “I want better advertising {u! planning by experts that you give all 
A your other advertising. 
at the point-of-sale We are one of the nation’s few special- 
* * * ists in Advertising at the Point-of-Sale. 
We are staffed and equipped to handle 
How often have you said that... how your entire point-of-sale job or any part 
often have you said, “There must be a of jit. We have the experience and the 
way to get advertising at the point-of-sale know how” to make it pay off! Let us 
that works... an effective, practical, talk to you now, without obligation. 
salesmaking program!” Chicago Show Printing Co., 2640 N. 
There is a way ... that way is to give Kildare, Chicago 39; 400 Madison Ave., 
your point-of-sale program the same care- New York; Offices in all principal cities. 


p> 


oe @ 
* Cardboard Displays * Cloth and Kanvet Banners and Pennants —_* Stanzall Outdoor Signs WL 
* Animated Displays « Mystik Self-Stik Disploys « Mystik Self-Stik Labels Ve. at the POI NT-OF- SALE 
* Econo Truck Signs * Mystik Can and Bottle Holders * Booklets and Folders 
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